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Prices and Price Cutting 


The trade problem on refrigerator 
prices is not the list price. It is rather 
the problem of how much of the list 
price the retailer can get. 

If, together with the new low prices, 
there were price maintenance enforced 
by the makers, then the trade would 
benefit greatly. But there is the big 
“af.” Maintaining list prices on retail 
sales is far more important to the 
dealer than the level of list prices. 
High or low list makes no great differ- 
ence to the dealer who has to cut to 


item begins to have some acceptance 
everyone in town—department stores, 
furniture houses, grocery stores, drug 
stores, and finally the gyp radio shop 
and gas station operator are allowed 
to take the profit. We are contemplat- 
ing giving up our showroom and 
securing a warehouse to conduct our 
business in. Then the fun will begin. 
Just imagine this. Low overhead. A 
good service department that can 
carry the whole load, we have that. 
Then any sales at cost plus 10 per 
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“7 AM personally of the opinion 

that unless the leading manufac- 
turers pick legitimate authorized deal- 
ers and make them maintain estab- 
lished list prices, that dealers who 
are willing to pioneer their products 
will get out of the business or find 
other lines to sell.” 


” E are disturbed by the price- 
cutting by other dealers han- 
dling the same line as ours in surround- 
ing territories. We are able to face 
price cutting of other makes but are 
helpless when it is in our own line.” 


‘““JN our territory the problem of 








) meet a gyp or discount proposition cent for plus profit. It will just reverse excessive trade-ins on washers 
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URING the past few wee 

pliance dealers from coastt 
have flocked to see the sensation 
1940 Philco Refrigerator ... 
the full story of the most pro 
franchise in the entire industry 
what a reception they have gi 
Never before such interest . . . su 
thusiasm .. . such wholeheart 
dorsement of any refrigerator! 


A good 
Hardw: 





Everyone agrees that Philo 
“done it again”! At last, a prod 
offers conveniences and econ 
never before combined in a sing 
frigerator . . . at prices that give 
meaning to the word value! A 
plete line of models, with the g 
selling features in the industry. ! 
plete merchandising program 
cludes tremendous national 20 
ing, plus every kind of local advet 
and promotion to bring you 
profitable sales. And ...a dealt 
tract that means a permanent 4 
"Round source of profits! 








If you haven't yet seen the thrilling new 1940 
Refrigerator line, by all means get in touch wit 
Philco Refrigerator distributor at once! Philcoi — 
“go places” in refrigeration ...and by getting 
bandwagon now you will travel farthest and fast ‘ 3 
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"SALES INCREASED 400% 
» IN5 YEARS- 


... it certainly pays to 
carry the G-E Full Line,’’ 
Says Harry L. Craig 





@ “After I decided to go G-E all the way my electrical appliance 
sales increased 400% in five years. I built a separate, big appli- 





ance department and had to triple my sales force. My salesmen 
and I have found it much easier to close our sales if we make 
full use of the aids that are supplied by General Electric. The 
quality of the merchandise so pleases our customers that they 
return again and again for additional G-E appliances. With ali 
this, and the strong advertising support that I get, I know it 
certainly pays to carry the G-E Full Line.” 
(Signed) Harry L. Craig, 
. Ca Sparks Hardware Co., 


“+ 


A good display sells merchandise. Appliance Department of Sparks b Vancouver, Washington 
Hardware Company showing how they capitalize on a smart display. aaa 


week ’ Mr Harry L. Craig 
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nearte a _ RADIO: Exciting ¢ 
; Tee ; ra is - a Life and the &. ull Page ads in 
tor! ger 3 2 @ There are new, exciting, demonstrable, sales producing Post Sturday Evening 


° ° them. * + your customers will see 
features in both the design and performance of the 1940 line 


Phil} re of General Electric appliances. : ; ELECTRIC SINK : 
4 Pes ew - on the Electri,. Sink on 
pro : ‘ colorful] nk wil] 


Convincin 
— e e . . ~ P y¥ toldt 

econ The most powerful advertising campaign in all G-E history See owners of America in Anne 

Bye. ee ‘ . : eR vhs T ¢, Better H * 

a sing | (ee he ee will carry the story of these improvements many times each 2 tae Gardens, House ang one & 


; | and House Beautifus Garden 
iv ~~ month into the homes of your customers. More and more , 

t give ‘ ; agg Ty ee SUNLAMPS : This is th 

lue! A : + people will insist on G-E. Be ready to meet this demand. int to feature G-E Suni, 


pe will appear 
wad New, colorful ideas for Window and store display have been 


arents’ and Ba 
stry.! . : ; oD 

ae > are developed, designed to catch the eye . . . Dramatic sales — arenes: Striking ads on the 
ram tl whe ee os : cing Chanc 
al i b presentations tested by thousands of actual sales; the Cook- in Mecuie models wil cane 
‘ - i man, bp cuntry Gentle- 
ladvet g a ing Rebus for Ranges, the Magic Demonstrator for Cleaners, , % Gardest™! Better Homes & 


ardens. 
you . ee a and the Radio Feature Analyzer. Then there is the Visualizer sae E. CLEANERS: P 
adc. ‘ . ° “sar Ouse clear; 
a deal 5 . that instantly and simply translates the mechanical and =f Fully show women tie ; 
| hg T < “Na Ps . é 74 & G-E’s b 1sdom o 
ent A © ‘ & structural features of the G-E Refrigerator into terms your ee from You~The Reuum cleaner 


prospect can understand and appreciate. 





repare for the 

; Sprin 
& drive. The ads force. 
f buy- 
Values 


19409 i ae : Be sure to ask your Distributor’s salesman to tell you how a washing meni drama 
: ; a 7 i ‘ tured j il be fea- 
-h wi & ae General Electric, the biggest and oldest electrical firm in tg ning Post. tipo sturday Eve. 


, , | | and Parents’. 
Lilco Mi | ar ap the world, puts its full strength behind every full line dealer. os ot, Be wares of Ge: 

: : and merae Sure to have all pi. 
stting I. Bore ah o. andising helps ready” 
| : bi ¢ above is a tentati 
id fast eae , mayer Ses = ONE sales emage 


tizing 


Vertising 
displays 
in time. 


ENERAL @ ELECTRIC 


ELECTRICAL MERCHANDISING—FEBRUARY, 1940 










PAGE 6 


TRENDS IN 


Percentege change from 1929 














Percentage change from /929 






































| \ 
Percentage change from /929 
| 


| | = 
| | | | | 
| | | 4l 
Lye 
|| yy 
| | | A 
eh | 
S| 4 
A \ a 
BAe 
| | yer | | | 
* | 


A PPLIANCE 


REFRIGERATORS, HOUSEHOLD 








! ' ' ! 
Percentage change from 1929 
| 











& 


Percentage change from 1929 





~ 
| 









































FEBRUARY, 1940—ELECTRICAL MERCHANDISING 
















































tistical @ 
TRICAL 
iry 194 
Every 
happy. 
from he 
with th 
sented 1 
ING in tl 
Barri 
national 
can b 
through 
for the 
most of 
Trend 
buying 
icceptar 
They re 
sumer’s 
p licies, 
These 
by bus 
economi 
changes 
Howe 
\r most 
factors | 


§ indicatic 
' drive us 


We |! 
lenomit 
ire to 
me can 
much t 
industry 
influenc 
mind h 
may be 
mind th 
to spen 

Fortu 
cator ir 





ELEC’ 








INETEEN thirty-nine was a 
good year for the electrical 
industry as shown by the Sta- 
and Marketing issue of ELEc- 
MERCHANDISING dated Janu- 


N 
t “a 
TRICAL 


iry 1940. 
Everybody or most everybody is 


























Now, 


here? 


where we going 
How happy will we be 
with facts when they are pre- 
sented by ELEecTRICAL MERCHANDIS- 
ING in the January issue of 1941. 

Barring some national or _inter- 
national catastrophe the future year 
approximately _ predicted 
through a study of trends as indicated 
for the industry as a whole and for 
most of the major items. 

Trends are a true picture of the 
buying habits of the public, or the 
acceptance of an a product. 
They reflect the reaction of the con- 
sumer’s pocket book as influenced by 
policies, product, price and promotion. 

These four “Ps” 
by business 
sonomic 
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are in turn swayed 
conditions, legislation, 
thinking, sociological 
thanges, employment. 

However any attempt by the writer 
r most men, to understand all these 
factors and to harmonize them for an 
indication of the trend would only 
lrive us and them into a padded cell. 

We have got to have a common 
lenominator, and a high one, if we 
ire to predict trends. What better 
me can be had than one showing how 
much the public is 



































spending in an 









































industry despite or because of all 
influences. It represents the market 
mind however calm or harassed it 
may be. It shows what the market 

















mind thinks in terms of its willingness 
to spend its dollars. 














Fortunately we have such an indi- 
‘ator in the major appliance field for 




















tric and gas engine, 





This is the beginning of a new sta- 
tistical service by ELECTRICAL MERCHANDIS- 
ING. Based on 1929 as 100 per cent, we are 
establishing an index of appliance sales. The 
percentage changes of this index show trend; 
when compared with the Business Week index 
of business activity show the relation of appli- 
ance sales to general business. Mr. Hastings, 
who prepared these charts with the assistance of 
our research staff, here gives his interpretations 
and projection. We plan to compute the index 
each quarter. The ELECTRICAL MERCHANDIS- 
ING appliance dollar sales index is based on 
total dollar sales of the following electrical 
products: Cleaners, floor and hand; Clocks; 
Cookers, Casseroles; Heaters and Radiators; 
Heating Pads; Hotplates, Grills, Table Stoves; 
lroning Machines; Irons; Percolators, metal and 
glass; Ranges; Refrigerators; Roasters; Sandwich 
Toasters; Toasters; Waffle lrons; Washers, elec- 
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know how much 
reasonable accuracy—is 
spent for refrigerators, 
ranges, washers and the 
other items in the industry. 

What is more important we have 
these facts for the past eleven years. 
That is why ELectricAL MERCHAN- 
DISING has elected, as an added serv- 
i trends of the past 
eleven years for six major appliances 
and one group of traffic appliances. 
Then we will project the trends for 


we money—with 
being 

cleaners, 
dozens of 


very 


ice, to give the 


the coming year if present policies, 
production, prices and promotions are 
continued as is. 

A trend expressed in chart form for 
a sufficient period of time enables us 
to see just where we are headed unless 


something is done about it. Properly 
interpreted and understood it can 
show manufacturer, distributor and 


WASHERS 


and Gas 
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dealer where the easy selling is and 
where new or different policies, pro- 
ducts, prices and promotions are 


necessary if the item is to enjoy sales 
in keeping with the market as a whole. 

We thoroughly realize the peaks 
and valleys of our trend charts may 
and we use “may” instead of “can” 
advisedly—be explained by a loosen- 
ing or tightening of time payments, 
a new product, a different dealer 
policy. Trend charts are not to ex- 
plain why a thing happens. They 
are only to show that it did occur. It 
is “up to” the individual manufacturer, 
distributor, or dealer to interpret the 
why in terms of what influences 
changed the trend and what can be 
done about it—if any. 

Perhaps the above sounds academic 
and you may say it is just what one 
would expect from a Columbia Uni- 








By 


Ernest C. Hastings 


versity officer of instruction. Alright, 


let us be practical. Let us even be 
tough in some cases. Let all of the 


above serve only as a back ground for 
what is to follow. 


Chart number 1 shows two lines. 
One is the general business index 
taken from Business Week, and the 


other, the appliance sales index as 
prepared by ELECTRICAL MERCHANDIS- 
ING. Both are based on the 1929 
figures as the one hundred per cent 
starting point. The appliance sales 
index represents almost a billion dol- 
lars in sales so we feel it to be truly 
representative of sales results in this 
great appliance industry. 

Immediately the two trend lines di- 
vide themselves three ways. First, the 
depression or “down” era from 1929 
to 1932; second, the recovery or “up” 
era from 1932 to 1937; third, the ad- 
justment era in which we now are and 
which will continue for several more 
years. 

The adjustment era is a fascinating 
but dangerous one, and the one in 
which we are most interested now. 
It is in the immediate months or years 
we must digest the new legislation, 
new labor relations, new taxes, new 
thinking, of the past five or more 


years. If we are to make a profit 
during this period trends must be 
watched with a most sensitive eye 


and ear. 

The first chart would indicate the 
appliance industry to be in an enviable 
position, The appliance index during 
the eleven years has, almost without 
exception, run well ahead of general 


business. Appliance sales crossed the 
1929 line in 1935 whereas general 
business has never seriously ap- 
proached it. The trend lines show 


major appliances sales to have tre- 


Please turn to page 76 
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The MYSTERIOUS x IN 











Fairbury, Neb., has a population of 6,192 and about 1,162 homes. Of approxi- 
mately 650 refrigerators installed in the town, 412 were sold by H. B. Harris. 


And here is Harry B. Harris himself who 


with $2,500 capital and plenty of 


hustle, has managed to swing the town of Fairbury to one brand—Kelvinator. 





AIN 


the windows on 


slashes against 
Baker Street 
any Sherlock 


Holmes detective story begins. Holmes 


ilway S 
on the night 


in his dressir 


n his violin 


ig fown 1s n 


Watson 


loaning away 


slippers has 


a pipe packed tight with perique and 

-— 3 “ 

ill is cozy as a pot of tea. Then 

comes a great beating at the gate, a 
7 

disheveled but genteel looking young 


man enters and we are off on the ad 
venture of the 
le joie. 

hat’s the way it is done in ficti 


In real life it’ 


m. 
s not so hunkydory. To 


} , } ‘ ‘ 1 . 
snow what we mean, iet us present 


1 real merchandising mystery and 
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have you track down the solution. 

A grave board of gentlemen desire 
to sell electric refrigerators. The ob- 
vious, simplest way to acquaint the 
with a product is through na- 
Your story falleth 
all over America like the gentle rain 
from heaven, upon the just and unjust 
alike. If the brand is good, and the 
story convincing, there is no reason 
why sales should 
not be the same in every community 
f like economic resources. 

We now get on our magic carpets 
ind go to Jefferson County, Nebraska, 
ind County, two rural 
communities which are about in the 


public 
tional advertising 


your percentage of 


Cass lowa, 





National} / 





Why Is One Dealer Able T§om 


same boat. For a number of years the 
big consumer magazines have been 
popular there. Month after month the 
advertising messages of our country’s 
finest refrigerators have poured on the 
purchasing public. Following is the 
1939 circulation of some of the long 
established magazines, and it is fair 
to believe that their average for 
several years was something like this: 


NATIONAL MAGAZINE CIRCULATION 


Jefferson Cass 

Each Month County County 
Nebraska lowa 

House Beautiful 12 17 
Better Homes & Garden 200 264 
Good Housekeeping 250 320 
Ladies Home Journal 376 497 
McCalls 381 625 

Womans Home Com- 

panion 221 521 
True Story 301 448 
American Home . 95 196 
Saturday Evening Post 272 398 
Liberty 161 192 
Colliers 240 336 
3062 5183 


With One Brand, T 


That’s a total of 98,940 magazines 
in one year. And, figuring three or 
four readers per issue, if Life’s system 
of analysis is correct the readership 
has been far greater than even this. 

Now here’s the dumbfounding mys- 
tery: 

Why, in Fairbury, Nebraska, has 
one dealer placed 416 Kelvinators 
out of a total of 650 refrigerators sold 
—of all makes? 

Why, over in Atlantic, Iowa, were 
the boys at the Young Furniture 
Store able to sell 500 Frigidaires out 
of approximately 800 in use—two- 
thirds of the total in that town? 

The pull of national advertising 
would indicate that the proportion of 
different brands in use should be 
exactly the same. Yet here is a factor, 
a mysterious X in merchandising that 
seems able to throw the switch one 
way or another. To give you clues 
we'll plunge into Case Number 1.— 
that of H. B. Harris, Fairbury, Neb 


(8 Meet H. B. Harris of Fairbury, Nebrask: 


ACK about 1924 Harry B. Harris 
walked cold into Fairbury. He 
started out selling Maxwell cars, took 
eliminators and when he 
started business he had $2500 capital. 
Fairbury with its population of 6,192 
has approximately 1162 homes. The 
municipal light plant has about 1700 
meters all told. There are approxi- 
mately 650 electric refrigerators in 
the town, and of these some 412 have 
sold by H. B. Harris. You 
guessed it, he sold them Kelvinators. 
Eleven out of 16 Fairbury grocery 
stores were Kelvinator equipped. In 
fact, Harris took his greatest “kick 
in the pants” when three stores with 
his commercial jobs in them failed. 
Back when he was getting started 
he had a tent at a church show. He 
wasn’t above hiring a band and a 
vaudeville act using Kelvinators as 
a background. When air conditioning 
first came out he plunked a two-room 
job in his home just to show friends. 


on noise 


been 


FEBRUARY, 


He was early in getting a trained 
service man on the job who was able 
to fix any type of refrigerator. 

Harris pays his men 10 per cent 
and holds back 1 per cent for six 
months. He has his salesmen 
their own liability on their automo- 
biles. Harris peps the boys up with 
sales talks, and was quick to get credit 
reports on prospects. He was quick t 
discover that a good income in the 
town of Fairbury was around $115 a 
month, and that there were 400 fami- 
lies who couldn’t afford a refrigerator 

Harris uses local boys to act as 
bird dogs, and does the closing him- 
self. Personally, he is against the idea 
of a long guarantee, as he feels it puts 
the dealer in the hole. He feels that 
most salesmen skip too much informa- 
tion about a refrigerator, and he takes 
25 minutes or more to present the 
box carefully. As a result, he cat 
usually close a sale on one call. 

The Harris business will run about 
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By Tom F. 


Advertisin 


ominate A Community 


ext Man With Another? 


$10,000 
small appliances 


» 


refrigeration, radio 
$4,000, 


$2,000, 
washers 


» $2500, trade-ins $2,000, labor $800, 
» fnance about $500. 


With his two hands, $2500 and no 
particular pull—for Harry B. Harris 


Shake Hands With the Youngs in Atlantic € 


EVERAL years ago Morgan Lewis 
9f the Frigidaire Corporation in 
Des Moines, Iowa, said to ELECTRICAL 
MERCHANDISING, “You ought to get 
story about the Young Furniture 


| Company in Atlantic, lowa. They have 


plastered Frigidaires all over the land- 
scape down there. I believe that any- 
where from a half to two-thirds of 
the boxes used in that town were sold 
by them.” 

Atlantic, a bustling breezy western 
lowa trading center of 5,585 inhabi- 
tants looks prosperous. The houses 
ure painted, there are plenty of news- 
stands and it would seem as if the 
town received its full quota of na- 
tional advertising. 

Yet here is a man, A. J. Young and 
his son Bob who apparently had been 
able to throw the switch on the 
natural channel of distribution and 
sell the majority of families in the 
town the electric refrigerator they 
arried. 

Being a town served by a municipal 
plant, which has no figures on appli- 
ince saturation available, ELECTRICAL 
MERCHANDISING frankly checked up 
m the story with other dealers. E. G. 
Fogel of the Minor Furniture Com- 
pany guessed that out of 800 refrig- 
frators in the town fully 500 were 
Frigidaires. It appears that Ralph 
King introduced Frigidaire in Atlan- 
tic and later moved to California. The 
Young Furniture Store took over the 
franchise ten years ago. As competi- 
tion Young has the King Electric Co., 
Peacock & Baxter, The Gamble Stores, 
the Atlantic Implement Company and 
Montgomery Ward. 

ie Atlantic municipal plant re- 
Ported that there were 2,300 meters 
in the city of which 1,148 were resi- 
dential. Of these 114 have ranges. 


was not a local boy—he has carved 
a place in the community that makes 
him a shining example of what can 
be done. He has competition, but has 
felt that lines have changed around 
too much for it to be effective. 





There was no record as to the number 
of electric refrigerators. 

Bob Young and his father, A. J. 
declare that they have sold some 500 
Frigidaires in Atlantic. If there is a 
total of 800, as seems to be the gen- 
eral concensus, that means that the 
Young Furniture Company would sell 
500 of one brand while all the compe- 
tition was selling 300 of all other 
brands. A considerable upset to the 
national distribution picture. 

How was it done? The town of At- 
lantic is parked in an agriculture dis- 
trict much like the town of Fairbury, 
Nebraska. Bob follows up leads out 
of the store, although he does not 
canvass. He has a snappy demonstra- 
tion that finds out what the customer 
is interested in and concentrates on 
that. Bob Young fills up the front of 
his store with refrigerators at the 
start of each season. He runs half 
pages in the newspaper and constantly 
tries out new ideas he reads about. 

Because he knows most of the people 
of Atlantic and their financial situa- 
tion, he is able to figure out a deal 
which will be acceptable to them. He 
knows who are the cash customers and 
who are the ones who will take a 
long time to pay out. The minute the 
ink is dry on the contract he sails 
next door to the Whitney bank and 
gets credit passed on. 

The Youngs may not be financiers, 
but they know how to stimulate in- 
terest in merchandise. They use every 
dealer aid they can get. They offer 
an example of dealers who do not 
let their interest wander but who keep 
drumming away on electrical appli- 
ances. 

Now what is the answer—why do 
we get two different results from two 
such similar towns? 
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Blackburn 











Atlantic, lowa, is a bustling trading center of 5,585 population. 





It has 1,148 


residential meters and of about 800 refrigerators installed, A. J. Young sold 500. 


And this is Bob Young who, with his father, A. J. Young of the Young Furniture 
Co., swung the town pretty much to their own way of thinking on Frigidaire. 











Electrical Merchandising’s Solution 


OME one has to do a great job of 

talking, demonstrating, and possi- 
bly bell ringing before any appliance is 
sold. For the public will not respond 
to appliance advertising as it does to 
sales on shoes, pancake flour, and 
baby dresses (at least until it’s been 
sold). The man who succeeds has to 
put on his hat, get out of his store, 
make calls. He has to keep his sales 
force interested, feed them new ideas, 
steam it up with contests, encourage 
it when discouraged. This may look 
trivial to the man in the big chair, 


and it’s a lot of bothersome detail, but 
the proof of the pudding is in the 
eating. 

By force of personality, by the 
stimulation they were able to give 
their salesmen, two dealers contro- 
verted the natural force of national 
advertising, and impressed their own 
beliefs upon their communities. Their 
histories are proof that the influence 
of the dealer and the inspiration of his 
salesmen carry far greater weight in 
selling branded merchandise than is 
generally supposed. 
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You teach a girl to drive by letting her take the wheel on the straightaway. 








OK tio! t { \ ike \ I vant ther vour automobile driver ste p No. 2 
r \ 1 pop up, auto you show how to make a left turn, 
waffl vake it free how to stick her hand out, look 

) wat ig € sav So wil iround and swing ove In the same 
go f mn vhen they are pu vay with the ironer you might show 
( r iow to ma shirt. That calls 
/ Nix on this shirt ironing publicity i i little backing and filling, you 
" vs M Terry. It’s time to begir know, and should only be undertaken 
ling women how to operate an ifter a woman is used to seeing the 
ner just as you would teach them _ roll go around and feels at home be- 
. Mr t perate a cal fore it. Don't forget that most women 
Dav Peor [] ’ Ironing flatwork may be compared ire used to sliding an iron back and 
t aight way driving Anybody to and this gliding roll, snatching 
As a usewil it up at the wheel of a car and ‘lothes out of their hands, is a bit 
the t down the id the first time n ysterious at first. 
! \ ey get in Anybody can _ shove “Backing a car is the last thing 
g t ets and hankerchiefs through an you teach anybody to do and it’s one 
b is few hours roning machine [hat’s the way to f the things the fewest women learn 
Tuesday begin. When you are ready to teach how to do well. Ironing a dress, in 





In the same manner a woman should start out ironing flat work. After your 





Next you let your automobile pupil make a left turn. 


ironer pupil feels at home on the 


ITF SHE CAN DRIVE A CAR.... 


o- on en eo 
my opinion, is comparable to backing 


a car. That’s true with any garment 


that has to go in on the bias. You 


have to stop the machine and ad 
just it. Not until you are perfectly 


familiar with the ironer in a straight 
way operation will you feel able t 
iron a dress with ease.” 

In Terry Davidson’s private opit 
ion, the ironer has a place in ever 
busy household because it will get 
woman out of her laundry by noon 


In fact, when she is hanging clothes 


outdoors she can take down the ones 


after the hanging 


she hung up first, 
completed and _ start 
away. . 

In order to make such snappy time 


the wash has to be hung up properly 





ironing right 


ap re 























... SHE CAN USE AN [IRONING 


straightaway, you let her take on a shirt. 


Much of the time saving in an ironer lies in hanging out clothes correctly. This illus- 
trates how to pile handkerchiefs one on top of the other for drying. 


Hardest job in driving is backing. That's taught last. 


1 + 
where most 
' . a9: , 

Saiesmien are |! ing aown on 
‘here is for a home 
mstration if the sal is to 
the deal on ‘ 
laundry as 


Put 


the 
washer. 


of all, group 


the in the 


once 


ner matched as y se 
quickly 
Sprinkle ver 

up, don’t 


tu put in 


the 
hich they will 


: 4 ; 
e them in basket ordet 


ith a fine spray and fold dresses 
ll. The wrinkles y 
e garment the more 


cet 


MACHINE 


more point 1 
time it 


them out. 


she 


s to 


takes f success during 


down to an it 
yided sheets, you don’t 
Run then 
greater 
roner 
through the 


ets and does the entire 


Handkerchief 


a 


be 

W ilks 

she can’t 
beginning, l 
task much more 
feel gratified 
Shirts and 
The 
woman a feeling 
tri iod. Do 


main 
vive 
tne 


mer sells 


In the same way, hold back your bias ironing job until your pupil is rather expert. 





As you take a sheet off the line, fold it twice. 


ironing machine without 


Many housewives do not know that they 
should hang up shirts by the tail. They 
dry faster. 


Don't roll them up this way as it puts 
wrinkles in them. 


This makes it easy to feed into the 
time loss. 


After sprinkling with a fine spray, fold 
garments over this way. 


Feed three handkerchiefs at a time 
through your ironer. That lops a lot of 
time off the job. 





The show had to be hot to get W. Neal Gallagher, president of 
Automatic Washer, to take his coat off and knuckle down. With 
him is Nate Cohen, newly appointed appliance chief for Gins- 
berg & Sons of Des Moines 


Brass hats like L. L. Shawber of Westinghouse were hard to 
catch in their own exhibits Here he is, left, calling on Joe 
Wiley and Miss Mabel Harter of American Ironing Machine. 


Introducing Allen L. Wilkinson, eastern district manager, and 
Bill Croney, new central district manager in Chicago for Mann- 


ing Bowman 
, 
Y \\ 


aa 


J. J. Nance and H. Paul Nelligan of Easy take time off to 
attend association lunch 


“Who’s Whob: 


DO THEIR STUF! 


Oscar Lenna of Blackstone and John Wicht of General & 
friendly competitors look over the show. 


: 
te 


W. Schaeffer, who heads electric range sales for Hotpoint, 


Over at lronrite every few minutes a bell would ring 
preaches the gospe! to L. W. W. Morrow of Business Week. 


tract attention to W. R. Dabney, G. W. Carah and H.A 
The gadget was invented by E. A. Sander, St. Louis 4 
manager, shown in the picture. 


Leonard Campbel! of L & H gets his setting up exercises by 
demonstrating electric range ovens. That's him on his knees at 


Sam Getz dived in his new slow speed washer and up 4 
the lower left. 


pair of lady's silk panties. 


eer b+ 


noice, (0) | ea 





neral & 


. Petrie, president of Barlow & Seelig, talks while Joe Wiley 
implex listens. 


oP md 


"g out on the world from the Lovell exhibit are W. J. 
er, Paul Berner and Eldred Johnson, all of Lovell. 


affair was not without its funny stories: Witness E. F. Patch, 
Moraine Products and Charles Coughlin, president, Briggs & 
on titillating L. E. Moffatt of Electrical Merchandising. 


Roy Bradt, V.P. of Maytag lunches after association meeting with 
Red Seaman of Electrical World. 


Shrouded by sheets and guarded by a policeman, Ralph Cameron 


of Kelvinator dramatically unveiled the exhibits at the high 
moment of interest. 


Like a Buddha Tom Kelley of Hoover presides over the Hoover 


exhibit (right). Here he is talking to M. Zerner of Arkwright, 
Inc., New York. 


DF APPLIANCE WORLD 


Chicago 


In reality Walter Bones, new ABC man in Minneapolis, is listen- 
ing to Henry Altorfer (right) say, ‘Let's go to lunch." 


The Bendix boys arrived in a body (left to right), H. K. Lyons, 
Judd Sayre, sales manager, and F. W. Boynton, service manager. 


Double action at Gale Products—L. H. D. Baker, sales manager 
and C. P. Rossberg, manager Gale Division, in action. At right 
is Jerry Stedman. 





CONTINUED 


\ “Who's Vho” in CHICAGO 


i 
As 


‘A 





Quaker oi! heaters and the Quaker lady have Something new in electric fans—one that takes E. W. Lewis Jr., sales manager for Globe, had Up from Springfield, Ill. came B. L. Palm, 

won the affection of Harry Schallman of the the cold air off the floor and doesn't blow a long talk with Gases Buck of the J. N. a 2 pe aga 
ic i ic Id A. | -New York, Adams Company of Buffalo. . i 

Domestic Utilities Company, Chicago. Taken papers. Harold Glasser, Bruno w Yor A & Sah. ot tenn. Ged 


st the Furniture Mart gets the low-down from M. W. Welch, of Kisco. 


o 


Apne 
> i 


R. F. Boyland of the Good Housekeeping Shop, Columbus 
Ohio (left) has been 22 years a 1900 dealer, John A. Hurley 
of 1900 (right) wants you to know. 


Two men and a girl—K. Y. Craig of Cificago and T. J. 


coaxing to get this picture of H. U. Mann, 
Major, both with the Glass Coffee Brewer Corp. 


it took a little 
B. Wilson of Premier 


wholesale sales manager, and R 
Vacuum Cleaner 


» the message from Garcia, read by ‘Dick C. P. Keenan, long time veteran of the Detroit Edison Com- The Grand Duchess of appliances, Katherine Fisher of Good 
» Arthur Carwardine and W. H. Dozier, Spokane, pany, (left) told the Florence Stove story to W. T. Bradbury Housekeeping sees the show in company with Lew C. Upton 
and R. J. O'Connor, a visiting fireman of Crosley. John A. Hurley, Joe Bohnen, and L. E. Moffatt. 


Evans-O ok his Here's the gadget, a recording The Haig boys of Peoria, Ill. arrived Frank Knecht of Youngstown Pressed At the Palmer House K. C. Bonde 
display in the heart potentiometer, reveals the mysteries ate, but missed nothing either at Steel tells the kitchen cabinet story Chicago representative for Ham 
appliance exhibit of the Steam-o-Matic iron. Edward the show or association meeting. to Edwin Owen of Cedar Rapids, ton-Beach, is snapped showing the 

P. Schreyer conducting lowa (right). features of the Hamilton-Beach mixer 
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Ray Turnbull, Edison G-E Applli- 
ance vice president, took cus- 
tomers over the new Hotpoint line. 


Frank Kohnstamm, head Westing- 
house merchandis department, 
moving too fast for the camera. 


Charley Smith, Apex sales man- 
ager, beams over the interest in 
the new tank-type cleaner. 


“How would you like me to press 
your pants for you,"’ asks C. P. 
Culbert of Proctor. 


Jerry Schuyler, Apex genera! man- 
ager, sights a customer in the dis- 
tance. 


A. E. Askerberg of the Horton Mfg. Company took time off 
to escort H. W. Kortune, chief enginneer, and Miss Eva 
(Micky) Irwin about the premises. 


Naturally, beside a pile of golden toast, sits A. J. Cole, 
vice president, and Harold Adams, new Chicago representa- 
tive for Toastmaster. 


Two Proctor men slicked their hair down for a picture— 
Tom James of Detroit and A. C. (Tex.) Leonard of Memphis. 


His pockets stuffed with literature, W. T. 
Reace of Commonwealth Edison Company, 
Chicago, made the rounds. 


Up from St. Louis came Sam Kauffman to 
show his room coolers and ventilators at 
the Stevens. 


A. H. Zirke had comfortable seats about 
the P. A. Geier space. It was always 
crowded. 


From Huntington, W. Va., came Tom L. 
Sullivan of Armstrong Products Corpora- 
tion and his right hand men to the Stevens. 


Executives like Howard Blood, president 
of Norge, like to cruise about alone pick- 
ing up ideas. 


The lady, Kay Kennedy, is having her shoe 
tied by Roy M. Peters of the Chicago 
Crosley branch. 
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An early Thor washer was one of the museum pieces that 
attracted much interest and reminded appliance men that 
this is no longer an infant industry. This particular Thor was 
used in the home of Thomas A. Edison. 
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Thirty-three competitors in 
a town of 30,000—yet Tim 
O'Brien sells more than 210 
washers, 65 ironers a year. 


ALK across the street from 
the Court House in Bloom- 
ington, Ill., 212 North Center 
Push open the door of Ensenberger’s 
furniture 
whole 


store and you will find a 


array of appliances right there 
on the ground floor for you to look 
over. A lion maned, black eyed gen- 


tleman of the old school, Tim O’Brien, 
He’s about to 


! 
yn of how a real 


appr vaches give you 
1 demonstrati washing 


1 


na hine veteran sels 
As Timmy O’Brien comes out of his 
corner, he knows two things. There 


are 33 dealers in Bloomington, a town 


of 30,930 pop., in the washing ma- 
chine busines The lowest priced 
machine sells for around $25 

He r less Suspects you of 
being a shopper Sut there is no at- 
tempt, apparently, to do any selling as 
he waves his arms and_ rumbles, 
“Folks, glad to have you look around 

glad to have you look around. Just 


make yourselves at home.” 
Very frequently he sticks out a hand 


and 


says, “My name is O’Brien—I 
think I’ve seen you somewhere—just 
what is your name? Jones? Oh, you 
work for the Wabash.” You may not 
and you will correct him with the 
name of the right firm. The O’Brien 
technique is to find out just where 


the prospect works 
Oot pay at various 
and the 

at the 


Knowing the rate 
industries in Bloom- 
relative steadiness of 


ington 


work various places, he can 
quickly formulate just what machine 
he should push. F 


sell a $69 or 


yr it is his idea to 
better machine to the 


family who lives on $100 a month and 


not over a $49 machine to the $15 a 
week income They can’t pay out 
otherwise, he says 

Watch the average person as he 
wanders about a store and you can 
quickly size him up as a curiosity 
seeker or a real custome he real 
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great deal of in- 
terest in explanations. The curiosity 
seeker wanders about aimlessly. When 
a woman begins paying attention to 
O’Brien and watching every move, he 
knows he has a real prospect. 

“T’ll bet you're looking over all 


prospect betrays a 


these washers and wondering why 
some of them sell for so little, and 
some for a great deal more—espe- 


cially when they all more or less look 
alike,” says Mr. O’Brien. “The differ- 
ence lies in the precision with which 
the better machines are made. Now 
you're going to trust several hundred 
dollars worth of clothes to your wash- 
ing machine. You and I know it 
doesn’t take much to ruin a fine dress. 
Take a machine with a cheaply made 
center post. It’s likely to be off level 
a little bit. The doesn’t 


eye see it 


but it is liable to lower the agitator 
it rubs too close 


on side so that 


one 




















Tells How to Sell 


WASHERS 





to the bottom of the tub. A $15 dress 
gets under there and bingo—you’re out 
15 bucks, and before you’re through 
you've ruined more clothes than a 
good washer would cost you. You 
and I both know that the agitator is 
the moving part which washes the 
clothes. There are only two ways of 
washing clothes. One is to force the 
water through the clothes, and the 
other is to pull the clothes through 
the water. If you get a machine with 
a cheap agitator the clothes are likely 
to tangle. When that happens you are 


Lack of information slows up 
effectiveness of youngsters, 


Bloomington, Ill., veteran declares 


pulling your clothes through the water 
which causes a lot more wear and 
tear than forcing the water through 
the clothes. If you would collect 
the lint that is worn off of clothes 
by these cheap machines you would 
find that they cost you as high as $64 
a year. 

“When clothes shed a lot of lint it 
is a sign that you’re washing them 
the most expensive way and shortenr- 
ing their life. If a high grade ma- 
chine can save you $64 a year—or 

(Continued on page 92) 





girl in a pretty dress. 





from possible damage. 


women than price. 


CLOTHES ARE NEAREST TO A WOMAN'S HEART 
M4“ SENNETT, producer of the first pie throwing comedies, 


quickly learned that it made women mad if a pie struck a 


Clothes are of major importance to women, and they don't 
care to see them harmed. 

That's what is back in the head of every prospect that comes 
in your store—"how will the washer treat my clothes? The best 
story in the world is on how good construction protects garments 


Ask her if the old machine leaves a lot of lint in the tub after 
washing. Pretty expensive lint, you can prove. 

A wet machine puts drama into your presentation—and gives 
a woman a chance to see what actually happens to her laundry. 

Remember, all washers look more or less alike at first glimpse. 
It is up to you to point out the differences, and refinements and 
what they mean in money saving. 

Don't be vague. If you haven't got a story, your prospect 's 
going to talk price only. That costs you profits. 

Carry a big enough stock of washers. 
headquarters to make their selection. 

Last of all, never forget that clothes are more interesting 


People like to go t 





FEBRUARY, 


1940—ELECTRICAL MERCHANDIS 


G. A. Ensenberger & Sons believe 
in keeping their appliances on 
display on the ground floor. 
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Members of the feminine 
sales force of Pizitz De- 
partment Store, Birming- 
ham. At left is W.C. (Bill) 
Allen, promotional minded 
manager, and at left Jim- 
mie Yeats, floor supervisor. 


HE 


electrical appliance depart- 

ment of Pizitz Dry Goods Com- 
pany, Birmingham, Ala., made history 
in 1939 by rolling up a 1,500 per cent 
increase in sales over the previous 


year. This was done by adopting a 
famous slogan, namely “Let the 


Women Do the Work.” In other 
words the department put a feminine 
sales force in the field. 

rhe preceding year the department 
lidn’t go out much for outside solici- 
tation, taking mostly what came 
through floor contacts. But in 1939 
under the energetic direction of W. C. 
(Bill) Allen, manager, the department 
utilized strong promotion right 
after the other, thus backing up the 
women salesmen in their efforts. And 
while adopting one famous slogan, the 
lepartment changed another. It was 
found that it is NOT the “woman 
who pays, and pays and pays,” but 
the woman who “sells, and sells and 


Selis 





one 


‘We employed women as salesmen, 
because we could not find any men, at 
least any who would work,” explained 
Manager Allen. “Man power was 
short, even before the European War 
‘ame on, and after that none could 
be found. We recruited the women, 
mostly women of families, who had to 
work, and we gave them an intensive 
sales training and put them in the 
They work their own friends 
and icquaintances as well as prospects 
which we furnish them. 
hese women work to get the 
pect into the store where possible. 
have two or three men as sales 
supervisors, one or more of whom 
stays on the floor and is an expert at 
‘losing deals. These men are avail- 


ty 
e 


‘bie to help the women close deals 
tither inside or outside the store. 
5 of the women became adept 


iter soon at closing but their chief 


en Can't Sell 





Washer sales began climbing when Pizitz 


Dry Goods Co., Birmingham, Alabama, 


put a feminine sales force in the field 


By George 


H. Watson 





function is to originate the deal which 
we close on the floor, but give the 
female solicitor her full commission 
just the same. 

“We have found the women particu- 
larly suited to selling washing ma- 
chines, althougli they sell the full line. 
The washing machine is the only ap- 
pliance we demonstrate in the home, 
and our women fill the bill com- 
pletely as washer demonstrators. We 
give them all the assistance needed to 
close a deal which has been worked 
up.” 

One of the promotions used by the 
department to help the women sales 
force is called the “chest of gifts.” The 
women call on users and ask for the 
names of prospects. If they sell one 
of the prospects, then a tip’ prize is 
given. The prizes include scores of 
different items including small appli- 
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ances, bric-a-bac and kitchen gadgets. 

A store-wide promotion was also 
held on appliances with the “chest of 
gifts” also applying to members of the 


sales force. Manager Allen said the 


prizes were meant to represent 2 per 
cent of the volume, that is the whole- 
sale cost to the store was not more 


than 2 per cent. 

The meter plan of selling 
refrigerators with tre- 
mendous results. It was really the 
first time this plan had been promoted 
intensively in Birmingham and as the 
promotion was by a store which has 
been noted for its appeal to the low 
income groups, it succeeded from the 
Start. 

As might not be expected, Manager 
Allen said he was if anything stricter 
as to the credit rating of those buying 
on the meter plan. 


electric 


was revived 








; 
As a result repos- 


sessions have been almost nil. 


Daily 
deposits in the meter were fixed on a 
sliding scale depending on the size 
of the box, ranging from 15 cents a 
day on up. Actually, Allen stated the 
monthly payments on the meter plan 
run more than those boxes sold with 
a down payment. The 
ors i 


women solicit- 
sell on the 
meter plan if they desired. 
Another promotion by this depart- 
ment which attracted 
was the offering of prizes for 


were permitted to 


attention 
the two 
found still 


wide 


oldest electric refrigerators 
in use in the city o1 Severai 
hundred persons entered this 
all having to go to the 


register, 


environs. 
contest, 
store to 
where they 
selves to the new models. 

An 8-foot Frigidaire was offered as 
first prize 7-foot Kelvinator 
for the second prize. By coincidence 


exposed them 


and a 


the persons who won the Frigidaire, 
owned a Kelvinator, 1920 model, and 
the person the Kelvinator 
owned a Frigidaire, a 1924 model. 

A daily radio program personally 
conducted by Manager Allen has also 
been a factor in building up the volume 
of business until it surpasses that of 
any other outlet in Birmingham. 

Since the appeal has been to all 
classes, but particularly to the low in- 
group, much been 
placed on “you can’t afford not to buy” 

words a refriger- 


In other 
ill washer 


you ice bills, a 
saves you laundry bills, a radio brings 


winning 


come stress has 
argument. 
ator saves 


free entertainment into the home, etc. 
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Talk to him, 
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will comes in full of the advice she has 
received elsewhere and none too sure 


what she should believe. Mr. Noonan 


full of starts by asking a few strategic ques- 
was giv tions which bring out important points 
can he among others perhaps that the 
These woman is not in a frame of mind to 
believe in advice from anyone. “I 

mind have been all around town,” she says. 

? But “And I’ve heard all sorts of things. 
yrry. For I don’t know what to believe.” Or, 
later, “The man at the gas company told 
story to me—” Or, perhaps, “I just can’t 
That is ike up my mind whether to buy an 
ho has electric or gas range.” Does Mr. 
1e sees Noonan accept any of these openings 
n't help to start in giving her advice of his 
et new ywwn? He does not. He talks pleas- 
intly for a while and then says 


frankly, “Of course, this is just con- 


versation. What can I sav? You 


Noonan, don’t want my advice. You would feel 


that I am just trying to sell you some 
thing—“Oh, but I do,” she _ 
show that she 


protests 


proceeds to 


e of h does by asking for it—and believing 
» wher what he says. Or perhaps he tells 
yne-mat her something of the relationship of 


t spor 1 doctor with his patient. “You are 
utilities in somewhat the same position,” he 
ie W points out. “You have a problem to 
Joonan’s which you want to find a solution. 
plenty But unless the patient trusts the doc- 
re of tor, it isn’t much use to consult him.” 


First thing you know, she is asking 
his opinion—and following it. 

posi- Sometimes the customer will have 
| yllected bits of argument from com- 


ye as 
ngely petitive lines. “I want to have such 
ie has and such a type of burner,” she says. 
to give “Let’s look at the burners,” says Mr 


Noonan. He thereupon leads the cus- 


"A woman of 60 who comes 
in looking at electric ranges 
should not be treated in the 
same way as a young thing of 
25. She may have been cook- 
ing on a coal stove all her life 
and likes it well enough. A few 
sympathetic questions bring 
out the facts...” 


tomer over to a small platform, which 
in the busy range department offers a 
degree of privacy. Here is a table 
upon which are twenty or thirty dif- 
ferent burners, of all and 
all burned out. They are the discards 
from various repair jobs which the 
store has handled. He explains as 
much and picks one of them up and 
reads the tag with which it is marked. 
“Here is one,” he says. “A screw 
gave way. It cost Mrs. Jones $9 for 
a replacement. Here is another (a 
different make). One element burned 
out and the whole thing had to be 
discarded. That cost her $7.50.” 
Among the lot is a burner such as 
she wanted. Also one of the type 
which the range he carries specializes 
in. That, too, has a service charge 
attached to it, but it was small. This, 
is not misleading, for it is a legitimate 
talking point of the range. Then he 
goes into the story of the burner, 
taking her to a range and explaining 
the advantages of cooking on stored 





varieties 


heat, etc. 

Usually such a talk is prefaced by 
the question, “Have you got ten min- 
utes?” Of course, she has—and after 
that she will listen as long as you 
care to talk with her. At the end they 
pick up one or two more burners and 
he asks, “What type of burner was it 
you wanted to have installed in the 
” “Why I think I want one 
of those you were talking about—you 
know, the ones with the stored heat.” 


range? 


Or she says, “I really don’t know 
what is best. What would you ad- 
vise?” Electrical men are sometimes 


horrified at this practice and insist it 
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you ve Lol 


to \ nodb 





will frighten prospects away frongggood lool 
electricity, but Mr. Noonan has lid give 
found that to be the case. ‘That's 
Perhaps she has been told that she ‘Tve alv 
should have a 12-kw. range.  Per-ggbaking.” 


haps she should, but on the othergjeown thr 
hand, she is probably repeating what whatev 
some one has said to her without any phe pros, 
understanding. Mr. Noonan talks forgmesing. 
a while about wattage in lamps, which all about 
she can understand, and then ask ughly i1 





“What wattage in surface units 1€ knows 
you think you will need?” The womanymeccept his 
looks blank. “I haven’t any idea; “Look 
she admits. “What ought I to have? jfomer’s a 








A question she can’t answer will stages. Th 
her off. Before very long she is ask- rouble r 
ing questions herself—and _ finallygRe custo 
comes to such important ones agp xty whc 
“What terms could I get?” or “Willmranges, | 
you take in my old stove?” At whichgmteated in 


hing of 
iility, she 


point, the sale may be regarded a 
made. 
Never say, “I have only one or twpove. 5S 


left,” in order to close a sale, says pnd she | 

Mr. Noonan. If you must use thisj™gple is ex 

type of argument, better make it, “g's any c 

have only thirty-five left.” The cus 

tomer will be impressed with the vo: 

ume of business which your store does “Whe 
: knowle 


and you will not be embarrassed if she 
comes back in two weeks time att 
finds the range still on the floor. 
“Know the back door end oft 

business,” is one of Mr. Noonan: 
mottos. By that he means that le 
does know stoves and he does know 
what goes on in housewives’ kitchens 
Years of experience in stove selling 
have made him familiar with almos 
every model which is to be found 
use, from early coal stoves on up. $ 
when a question early in the convers® 
tion brings out the fact that th 
woman has been cooking on a coi 
range, he asks her what kind 
know,” he is able to say then. “] 
a shelf here and the oven door ope 
in this fashion. Just a minute—!) 
tell you where you bought it—it w 
probably from such and such a fit 
and Mr. Jones was the one who s 
it to you.” “Yes,” breathes 
woman. Or he is able to say, ‘Y& 
I know that model. It was a vet 
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George Noonan of Portland, Ore., has been 


finding new answers for 20 years . . . Let this 


veteran tell you some of the reasons he 


has led in range selling in his territory 


By CLOTILDE GRUNSKY 


dbe Answers 
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good looking job, but the oven never 
did give very satisfactory service.” 
‘That’s right,” says the customer, 
‘T've always had trouble with my 
baking.” This he can continue right 
lown through gas ranges and electric 
whatever it may happen to be that 
the prospect happens to have been 
using. By the time he has told her 
ull about her old stove, she is thor- 
ughly impressed with the fact that 

knows ranges and is prepared to 
accept his advice in her new purchase. 
“Look at the problem from the cus- 
mer’s angle” is another of his max- 
ims. This means that you take the 
rouble really to consider what is in 
le customer’s mind. A woman of 
ixty who comes in looking at electric 
anges, for instance, is not to be 
treated in the same way as the young 
hing of twenty-five. In all proba- 
lity, she has been cooking on a coal 
tove. She has done it all her life 
nd she likes it well enough—in fact, 
he is extremely doubtful about mak- 
ng any change, but the children have 












decided that she ought not to carry 
coal and ashes about any more. Mr. 
Noonan senses this from her manner 
when she comes in and a few sympa- 
thetic questions at the beginning bring 
out the facts. 

It does not pay to leave such ques- 
tions until the end of your talk, he 
points out. Many a man, learning only 
that the woman has come in to look 
at an electric range, will launch into 
his sales talk and only after he is 
through will he remember to ask, with 
a trade-in in mind, “What kind of 
stove do you use now?” Whereas he 
should have found this out at the very 
beginning and colored his whole ap- 
proach to meet whatever hesitations 
and fears he senses in the woman’s 
mind. In one case Mr. Noonan was 
able to sell a woman who had been 
shopping all over the city for two 
years without making a purchase be- 
cause he sensed just such a situation. 
He realized that the woman funda- 
mentally hated to give up the coal 
stove and hit upon the reason. She 


"When he gives advice, he gives good advice—from the best that is in his 
knowledge to give. He tells the truth.” 
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"The expert salesman and the prospect who wants advice bear the same relation- 
ship as doctor and patient. The patient must believe and trust the doctor." 


did not want to give up the teakettle 
which had been simmering on the back 
of her range companionably whenever 
the fire was on. Because he under- 
stood her difficulty and was able to 
put it into words, she felt for the first 
time that perhaps there was something 
real in what he said. She bought an 
electric range from him. 

A young woman, on the other hand, 
who has already been cooking by 
electricity, is approached quite dif- 
ferently. She is sold on greater effi- 
ciency, better oven control, etc. In 
other words, by talking her language. 

Mr. Noonan is quite genuine in all 
this. When he gives advice, he gives 
good advice, from the best that it is 
in his knowledge to give. He tells 
the truth. And he is genuinely in- 
terested in each problem which the 
customer brings him. He becomes so 
identified with her needs and his en- 
deavor to solve them, that her identity 
and the final decision she made or the 
range she bought become a permanent 
part of his memory. So that when 
she comes in five or ten years later 
to look at another range, he is fre- 
quently able to identify her and to 
remember the earlier transaction. He 
makes light of this, pointing out that 
an older woman will not have changed 
much in appearance during that time. 
She on the other hand, may have for- 
gotten him entirely. This puts him 
in a position which he thoroughly en- 
joys and which he knows how to use 
to its best advantage. By the time he 
has shown himself thoroughly conver- 
sant with her particular problem and 
its past history, she is entirely in his 
hands and ready to trust to his judg- 
ment by trusting unreservedly in his 
advice. 

He does not emphasize his own per- 
sonality in the transaction. In fact, 
he usually does not give his name at 
all. He uses no business card. He 
has no desire, he says, to have his 
card merely one of a collection gath- 
ered from every store. What he wants 
is for the customer to remember the 
merchandise and the things he has 
said about it. “Just ask for the stove 









man,” he says when they ask for his 
name. The Jennings store people 
have learned to send people making 
such inquiries to him. 

For some time, he carried on the 
entire work of the not inconsiderable 
department himself, but lately he has 
added another salesman, a man who 
worked in the service department for 
years and knows every bolt in the 
ranges sold. He has been training 
him in his own ideas of selling. And 
he takes the trouble to sell this man 
to his customers. “If you are not 
in too great a hurry,” he says to a 
woman, when he is busy, “I could get 
somebody else for you. But if you 
don’t mind waiting for a minute, I’ll 
be able to have a man take care of you 
who knows all about ranges. He has 
been rebuilding them for years and 
he knows every detail.” This paves 
the way for the customer to trust and 
respect the man with whom she is 
dealing, which is the attitude he be- 
lieves is necessary before a sale can 
be made. 

Of course, it is not every customer 
who can be treated in the same way. 
Some like a straightforward approach. 
Some are on the defensive against the 
salesmen. When Mr. Noonan finds 
a person like that, he brings the issue 
out in the open, telling them frankly 
that they have got to be flexible if 
“Now I 
may say something you don’t like,” he 
will say. “But I want you to listen 
just the same. This thing is more 
important to you than it is to me be- 
cause you want something. You want 
to get the best values—’ “What is 
it you are trying to get at?” is her 
natural response to this. And after 
that, she accepts what is said with a 
different attitude. 

Sometimes he misses on his guess 
at a personality, Mr. 


fesses. 


they are to get anywhere. 


Noonan con- 
Sometimes, he misses a sale. 
3ut not often. The important point 
is that he really is genuinely interested 
in the problem from the customer’s 
angle, he does sincerely tell them the 
truth and give them his best advice. 
And so the 


sales keep rolling in. 
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a IVE us an electric range with every modern feature at a price we can 
G afford,” say the women of America. Here’s the Florence answer—six 
master models with interchangeable features that push sales up and keep 
inventory down. It’s a line for big-time operators, with feature after feature 
in a price and value range geared for quota smashing volume. 

Florence Electric Ranges are backed by over 65 years’ experience, by 
big-scale manufacturing facilities, and by a nationally advertised name and FLORENCE DE LUXE—UNITED TOP 
reputation. Write for complete information. 
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Features that MAKE Sales 


New 6-heat Chromalox Super-Speed units. 


New de luxe self-calculating Seth Thomas Automatic 
Timer with three-way selector switch. Two other inter- 


changeable accessory units meet every need and pocketbook. Hi 
: = te alee 17% oe 1QRLM ” . 
Extra big ovens all models, size 17” x 1914" x 15”. He him 
Extra-heavy spun glass insulation. and t 
over 


One-piece welded wrap-around body, porcelained. Sas 


Maintai 
ively 


One-piece seamless top and backguard, porcelained. 





All ranges wired to service from the front. 


ng distr 
Ranges set flush to wall, standard 24” depth. 36” FLORENCE "PROMOTER"—BALANCED TOP 20” FLORENCE APARTMENT MODEL a that 
ght say, 





FLORENCE STOVE COMPANY, GARDNER, MASS. 


Electric Range Division, 1458-59 Merchandise Mart, Chicago 
SALES OFFICES: 45 E. 17th St., New York 53 Alabama St.,S.W., Atlanta 301 N. Market St., Dalias 2730—16th St., San Francisco 2201 W. Station St., Kankakee, ! 


FLORENCE ELECTRIC RANGES | 
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selling — and that’s where he does his fighting 


Gray Minor of Oakland, Cal., believes that the 


crucial battle in the appliance business is field 
























Gray Minor, standing in the doorway, 
as his own name in big letters over his 
tore. 


NCE upon a time there was 
a foolish farce which told 
the story of an army which 
dno privates. Every man in it had 
orations on his shoulders and cuffs 
da title which gave him the: right 
give orders. It is difficult now 
remember what happened in the 
y—but it is safe to say that 
my constituted as that one 
buld have a hard time of it in a 
. For it is the privates that 
mn the battle. 

t least, so Gray Minor of Oak- 
d, California And _ because 
Owns an electric appliance business 
ithinks in terms of appliance sell- 
, what he means is that it is the 
Ssman, as the “private” in this case, 
ho sells the goods. 


any 
was 


says. 


His Own Salesman 
He himself started out as a sales- 
and though his name is now the 
over the door of the shop, the 
man’s role is the one he prefers 
Maintain. His store, which is at- 
ively located in a residence shop- 
ng district, is remarkable in the 
nse that it is operated almost, you 
ght say, without a proprietor. For 
Minor prefers to think of him- 

as the owner-manager of 
uusiness, which he is, but as its 
i selling force. He keeps regular 


irs + 


at, af the store—from 8 to 9 in the 
from 12 to 1 at noon. The 

7 . 2 he time he is out ringing door- 
s. Of course there has to be 

: e in the store the rest of the 


[here is. It is another sales- 


N Di SIMBREC 
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At right: Gray Minor on the right and 
his assistant in charge of the store, Ed- 
win T. Gorie. 


man—a floor man hired by Gray 
Minor to take care of indoor leads. 
There isn’t anybody else on the staff. 
That’s all there are. There’s no serv- 
ice department, no delivery man,—and 
no “boss”, in the one who 
spends his time planning what others 
are to do. 


sense of 


For Gray Minor has two _ ideas, 
which do not encourage him to de- 
velop himself in such a role. One 


is that the small store, of which his 
is a sample, is not big enough to 
support a proprietor in a supervisory 
position. To employ a staff of field 
men and himself to supervise and 
plan their work would be a duplica- 
tion which would markedly increase 
the costs of selling. Secondly, he 
believes it is the personality of the 
salesman, rather than of the store, 
which is the important factor in clinch- 
ing most sales. To put this essential 
part of the program in the hands of a 
man less vitally interested than him- 
self in obtaining results, is to risk 
everything. So he prefers to remain 
himself an active part in the selling 
transaction and not to lose his identity 


as a mere proprietor in the back- 
ground of the store. If the man in the 
front trenches is the one who wins 


the war, in the front trenches is the 
place he is going to be. 

In accordance with his idea of 
emphasizing the individual rather than 
the store, there has been no imper- 
sonal name chosen for the shop. It 
is not the “Enterprise Electric Com- 
pany,” nor a “Good Housekeeping 
Shop,” nor even an “Oakland Elec- 
tric Company.” Instead his own 
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WARS 
are Won by 





name appears over the door in sizable 
letters on a circular shield. Not infre- 
quently prospects ask him, “What firm 
do you represent, Mr. Minor?” “Oh, 
I have a shop of my own on Piedmont 
Avenue,” The personal 
title for the store makes the necessary 
tie-in when they come to the shop for 
additional purchases or to close a sale. 
Conversely the prospect who first be- 
comes familiar with the store is im- 
pressed later when he recognizes the 
name as that of the salesman who 
to call on him. 


he answers. 


comes 


Does Job on Dishwashers 


Although Gray Minor has not added 
other employees to his staff, others 
have associated themselves with him. 
An air conditioning and furnace rep- 
resentative has rented half the store, 
glad to have the connection with the 
enterprising business which has been 
established. This is not a concession, 
but an independent business. From 
the customer’s viewpoint, however, it 
all looks like one unified store. 

Nor is Mr. Minor afraid to bring 
others into his relation with the cus- 
tomer. If he has no service and in- 
stallation department of his own, he 


does know how to employ the neces- 
sary workmen to make the job he 
offers to the customer a complete one. 

He has, for instance, done an espec- 
ially good job in the selling of elec- 
tric dishwashers and sinks. One of 
the first things to do, in this con- 
nection, he says, is for the dealer 
himself to be convinced that the dish- 
washer will actually do the job. So 
few stores are furnished with hot 
water that the average dealer, demon- 
strating a dishwasher with cold water 
and dishes not really soiled, becomes 
somewhat skeptical in his own mind 
as to the practical value of the ma- 
chine. Ever try washing dishes at 
home in cold water? Particularly if 
they hold the remains of a nice fat 
steak, the job is apt to be a messy 
one. One of the major advantages 
of on electric dishwasher is that it 
can employ water which is hotter than 
the hands can stand. The man who 
contemplates selling dishwashers 
should really try them out under con- 
ditions of service. 

Mr. Minor, at least, started himself 
out that way—and became so thor- 
oughly convinced of the possibilities 
of the appliance that he can convince 
the customer, he says, even without a 
demonstration. And he actually does 
sell some of the appliances that way. 
About 80 per cent of the sales, how- 
ever, include a demonstration in the 
home. 

Next most important factor in sell- 
ing dishwasher sinks is that the job 
should be sold installed. Gray Minor 
has no department to handle this 
work, but he has established regular 
connections with a painter, a tile man, 
a carpenter, an electrician and a 
plumber—and can safely quote costs, 
knowing just about what such an in- 
stallation will come to. The result is 
that he has done one of the best jobs 
of selling electrical sinks and dish- 
washers in the San Francisco bay 
area. 


Selling Complete Kitchen 


The same principle he carries into 
the job of selling the complete kitchen. 
Now there are a good many pitfalls 
between the initial impulse and the 
name on the dotted line in remodel- 
ing kitchens. Put yourself in the place 
of the customer who wants to do the 

(Please turn to page 66) 
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LECTRIGC Water Heating 
Cheaper than GA 


ui — 

OT often is it possible to get a 
i side-by side comparison of the 
’ cost of heating water by gas 
and by electricity. For one thing, 
with gas there is often a furnace or a 
range whose consumption complicates 

the figures 
But in the case of Charles J. Peter- 
son, 924 Mayfield Avenue, Chicago, 
there was encountered a case in which 
gas was used for water heating only 
during the summer, while the gas 
furnace was turned off, the rest of the 
house being electric. Following are 


Mr. Peterson’s bills: 


Cost of Gas Water Heating 


June 3 to July 5, 1938 $3.24 net 
July 5 to Aug. 5, 1938 2.61 net 
Total . $5.85 
Cost of Electricity for Water Heating 
June 19 to July 19, 1939 $1.46 net 
July 19 to Aug. 18, 1939 1.32 net 
Total . $2.78 


Since the size of Mr. Peterson’s 
family—himself and his wife—has re- 
mained constant during the period it 
may be assumed that the consumption 
of hot water remained the same. His 
experience with a 52-gallon electric 
Hotpoint water heater as compared to 
a three year old 30-gallon automatic 
gas heater is well worth putting on 
record that electric water heating is 
not a luxury. 

“We have seen our hot water bills 
reduced to an average of $1.91 a 
month compared to an average of 
$3.01 for gas,” he writes. “Our re- 
quirements are almost uniform over 
the period and are taken over one 
year’s costs.” 

The Peterson home, incidentally, is 
a small bungalow and is equipped with 
an electric range. Says Mr. Peterson: 
“The range’s cost to operate with the 
same amount of cooking over the past 
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(Exhibit herewith, four bills—two from Com- 
monwealth Edison, two from Peoples Gas) 


year at a saving of 9.1 per cent ove 
gas which was taken from an averag 
over four years. This, however, 
nothing compared to the absolute co 
trol of temperatures which gives " 
wife an absolute assurance of succti 
in her baking which she could not! 
certain of with gas. Of course, I ha' 
had to devise a series of notches 2 
points in the oven control dial } 
even with that on the gas she col 
not do as good a job as at preset 
You should try her rolls, they have 
good reputation.” 

In speaking of the notches put 
the dials and gas controls, Mr. Pett 
son refers to the fact that both he 4 
his wife are blind. 


Although he lost his sight after being cror" 
Charles J. Peterson has continued i 
career as a mechanic 
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What to Do 


NE morning last May, Jim 
Earle, president of the Illinois 
Radio & Electrical Dealers 
Association approached his _ store 
whistling blithely. The tune froze on 
his lips as he saw that the front 
oor was ajar. Entering he looked 
the familiar corner and observed 
that approximately $1,000 worth of 





cent ¢ , , “he 
& erchandise was missing. 
n averag , 
: Hustling over to the phone Jim 
weve, roy . .. 
' atle hoarsely called the police. Then 
olute : : 
shee € went back to his display space. 
ihe merchandise was still gone. 
of succes rchandise was still g 
uld not No respecter of persons, in rapid 


rse, | haqmerder, the robbers struck at the Madi- 


otches 1 Street store of the Association’s 

1 dial s@mreasurer, E. B. Dublin, and almost 

she cot cked off the store of the secretary. 

at preseg™ Such a situation might be expected 

hey have electrical appliance industry. 

P Phe growing popularity of appliances 

hes put is made them “hot” merchandise 

Mr. Pet ong with cigarettes, liquor and silk 

oth he a@meockings. Desired by everybody, 

hieves steal them because they are 

ily disposed of. 

"he question that confronts dealers 

eing grow" how to lock the stable before the 
tinueo ™ 


NDI5!" 


Beset the Electrical 
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Appliance Dealer 


horse is stolen. How to take pre- 
ventative measures that will thwart 
the robber. Electrical Merchandising 
discussed the situation with one of 
the leading crime detection agencies 
in the country and the advice given is 
set forth in this article. Unfortu- 
nately, for sound reasons due credit 
cannot be given to the real author. 

You can put it in your pipe and 
smoke it that any robbery is committed 
by one of these three types of outfits: 

1. Petty occasional pilfering done 
by individuals for their own use. 

2. Quantity pilfering without any 
bold breaks, done by kid gangs. 

3. Obvious burglaries or “heists” 
done by professionals who have a 
ready market. 

Not so long ago an appliance dis- 
tributor was knocked off when the 
writer was there. A big hole through 
the basement wall revealed how en- 
trance had been obtained. The burg- 
lars had been very choosey in select- 
ing several of the highest priced 
automobile radios in the store, and had 
taken several mixers complete with 
their appurtenances. If they had 


1940 


come a day sooner they would have 
missed the radio haul as the stock 
had just arrived. 

“That has all the earmarks of an 
inside job,” the expert told 
Electrical Merchandising. “In the 
first place note how the thieves knew 
just when to tip over the joint. No- 
tice how they were able to select 
the highest priced merchandise. They 
had to sort it out. Not only were 
they cognizant of what to get, but 
their timing was perfect. On jobs like 
this whenever the selection of mer- 


crime 


chandise reveals too thorough a knowl- 
edge of timing or value, you can look 
for an inside tip-off. Look for an 
employee who gets “nigger 


shortly after the robbery. 


rich” 


Professional burglars or gangs of 
youngsters who steal in quantities do 
so because they have a ready market 
for their plunder known as “fences.” 
The fence in turn passes it on at a 
fraction of the original cost to some- 
body who can dispose of the wares 
legitimately. 

Out in writer 
was talking to a small town dealer 


Iowa last year the 


when some blowsy individuals entered 
and said they had some of the “ 
bankrupt stock” that this dealer might 
be interested in. Presented was the 


Vhosis 


usual array of merchandise at a frac- 
tion of the usual prices. 
The dealer bought some of it get- 





BEFORE the Burglar Comes 


A Police Veteran Warns of Dangers That 


ting a bill of sale and paying cash. 
While it might have been “hot mer- 
chandise” nevertheless he felt that he 
was an innocent buyer of stolen goods 
and could take a chance. He did not 
realize that this unorthodox buying of 
stuff from an illegitimate channel of 
distribution and payment of cash 
might be mighty suspicious to any- 
body investigating. 

In a large city not long ago the 
electrical appliance manager of a big 
department store wanted to make a 
showing for himself. So he began 
buying “hot” merchandise and selling 
it under the perfectly respectable aegis 
of the department store. As always 
happens with appliances, something 
went wrong with a purchase and a 
woman customer called in an outside 
service man who recognized the serial 
number as belonging to stolen goods 
and the first thing everybody knew 
hell was apopping down at this de- 
partment store, with Mr. Manager on 
his way to the can. 

Dealers, the crime expert pointed 
a great deal of policing 


out, can do 
i In the 


in their own neighborhood. 
first place, most stolen electrical appli- 
ances are not taken very far for dis- 
posal. Dealers watch their competi- 
tion like hawks and when somebody 
is offering merchandise at prices too 
low, or selling stuff at a cut rate when 


i 


(Please turn to page 34) 
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BEGINS 1940 


WITH WONDERFUL 


DEALER ACCEPTANCE 
COMPARE— 


“RED-HOT” New 
COMBINATION OFFER For 


VALUE »* EYE APPEAL 
PRICE »* EFFICIENCY 


MODEL No. 157 


Apa 


Orders were 
booked at 

the January 
Housefurnishing 
Show far 
beyond our 
expectations 


* 


oth 4 ONLY 


APPLIANCES S 4 i q , 


EAMER 


\ BOTH WITH 3 POSITION 
MOTOR DRIVEN 
BRUSHES 


BOTH 
CLEANERS 


Good Housekeeping 
Loe Institut 


* EXCEPTIONALLY LOW IN PRICE 
* LIBERAL DEALER PROFIT 


PROFIT WITH ROYAL. Ask Your Royal Distributor to Show 
You the Fast Moving Royal Line for 1940 






THE P. A. GEIER COMPANY 


540 E. 105th ST., CLEVELAND OHIO 
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What To Do Before the 
Burglar Comes 





the market is going up, there is a 
tipoff that is perfectly observable to 
the eye. Stolen merchandise nearly 
always makes itself manifest by the 
way it is sold or through its service 
problems. Distributors can particu- 
larly help because they are in a posi- 
tion to known when a dealer is cut 
off. If he continues to handle the 
forbidden line it is worthwhile look- 
ing into his setup to see just where he 
is getting his stuff, particularly if he 
is selling it consistently at a price that 
isn’t logical, or in line. 

One of the new outlets for stolen 
goods today is that of prizes for punch- 
boards and lotteries. A cigar store, 
for instance, running a punchboard, 
will pass out an electrical appliance 
without any questions asked because 
it is merchandise with which the store 
is unfamiliar. Furthermore, no price 
is mentioned. 

The remedy for stolen appliances 
will have to be similar to that used in 
putting a stop to automobile thefts in 
Chicago, our crime expert declares. 
Not so long ago Chicago suffered 143 
automobile thefts a day on the aver- 
age. This has dropped to less than 
6 or 7 a day with thieves regarding 
automobiles as hotter than firecrackers. 
It was done by forcing parts people 
to keep lists of serial numbers on their 
merchandise. It was done by police 
inspection of numbers on stolen cars 
offered for sale. It was accomplished 
by forcing purchasers to register the 
titles to their cars. 

The smart appliance dealer will 
favor merchandise that is stamped in 
the metal with serial numbers. It 
has been proved that these serial num- 
bers can never be erased permanently 
and any effort made to remove them is a 
tipoff in itself that something is wrong. 
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“THE ATTIC FAN, MAW! 





The appliance business enjoys an ad. § 


vantage in that service is requ 
Service forms of the near future ar 


going to require a listing of mode! 


make and serial number somew 
very prominently on the report. T 


reports will have to be opened to po. 


lice inspection. Sooner or later t 
fatal numbers are going to loon 
when some innocent purchaser 
in a service man, and shortly t 


after the dealer who sold it is going 


to be badly embarrassed. 

Few stolen | 
Act which makes it a federal charg 
to transport stolen 
state borders. 
mind has no desire to get a 
charge against him. 

Few dealers realize just what is d 


sirable from a seized standpoint. Mos 
of us still think that burglars prefer 


to take silverware. The opposite 
the truth. Merchandise that is easil 
convertible into cash with a_ wid 
group of buyers is in demand. It 
estimated that one firm in Chicag 


loses between 500 to 1000 typewriter: 
sold to kids 


a year. Bicycles, easily 
are stolen right and left. Silk stock- 
ings, cigarettes, and more recently 


cameras and moving picture machines 


have been added to the stuff that 
most readily snatched. 
What can a 


himself ? 
location. 


houses and affords egress in two 


rections he is indeed in a bad spo! 
can push up 4 
all night loading 4 
heavy door: 


Professional thieves 
truck and work 
his goods. Bars and 
may keep out petty sneak thieves, | 


TURN IT OFFI!" 
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appliances are taker 
a long way on account of the Dyer 


property acros; 
Any crook in his right 
federa 


dealer do to protec: 
Our crime authority sug- 
gests first, that a dealer look over his 
If he is in a block with a 
alley that is backed by other busines: 
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takes ¢ 


6. 
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is tippi 

The 
becomi 
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are no resistance to a deter- 

d professional bunch of burglars. 

ealer may be reasonably sure that 

place is “cased” or visited before 

— robbery takes place. The pres- 

of a burglar alarm with exit 

properly concealed is a good 

rrent. A corner location where 

ple may surprise thieves coming 

several angles is a hindrance to 

vities. A location where the alley 

ks up against private residences is 

reat help as people are apt to be 

. ring at all hours of the night. 

in Skowhegan, Maine, a bank has 

loors open and shut by means of 

‘lectric eye. Any thief that comes 

case this bank feels certain that 

is up to the minute burglar alarm 
tection, this writer was told. 


Summing up, these are the things a 
‘ can do to protect himself from 
Mem bh ng robbed. 
1. Have a good location or plenty 
f light in the alley. 
Have a burglar alarm that works. 
3. Don’t put too much _ valuable 
\fne fe merchandise in the window unless you 
have steel shutters at night. 
4. Keep record of the serial num- 
bers of all your merchandise. 
5. Have your service man put down 


Ts | the serial number of all appliances he 
- ses care of. 
ei 6. In case of robbery, note care- 


fully how intelligent the crooks are in 

picking out the most valuable stuff. 

It may show whether someone inside 
tipping off the gang. 

The appliance business is rapidly 

becoming crime conscious. If stalwart 

“sr ction is taken in every community 


. ou there need be no reason why losses 





ver | through burglaries need be any 
vith greater. Police experience with auto- 
usin mobiles has shown the way to safety. 
W 
a. Ain etic 
1 up Now—An Electric Hoe 
ling w 
HIS is an electric hoe, developed 
ves, | by the engineers of the Puget 
Sound Power and Light Company to 
meet the requests of gardeners and 
ne and brush berry growers of 
Washington, who have wanted some 
— 
i 


of power operated instrument 
h was light, easily handled, and 

be worked in close to plants 
ut injuring them. Gardners who 
tested the machine are said to 
e nthusiastic abéut ‘its operation. 
Nork on a larger machine employing 
sger motor afigoperating from 
lley system is HOW under way in 
t Sound’s agricultural laboratory. 





DIS 


WHY 





HROMEL 


ELECTRICAL HEATING ELEMENT 


USED IN MILLIONS OF APPLIANCES 
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SMALL SALES 





LEAD TO 








BIG 
SALES 


This lady is about to buy a toaster or, 
say, a roaster. Its element is made of 
Chromel, but of course the lady doesn’t 
know that. As time moves on what she 
does come to know is that she has 
bought a very good device. She becomes 
more and more sold on the advantages 
of electric heat, and finally becomes a 
good prospect for an electric range. In 
this way, the smaller Chromel equipped 
devices do a day-in and day-out selling 


job for you, free of charge. They not 


only help to sell additional heating 


devices, but also more appliances in 
general. You please your customer and 
help small sales grow to larger ones 
when you ask that your heating devices 
have Chromel elements. 


HOSKINS MANUFACTURING COMPANY 


Detroit, Michigan 


PAGE 35 








n during the three-day 
and Leonard distribu 








Armstrong, vice-president, 


Kelvinator division, Nash-Kelvinator Corpora- 


impressed by the enthusiastic 


reception of the 1940 line, he phoned the 
factory to speed up production. 





. general sales manager of Kel- 


presented the 1940 line in 


his own inimitable way. He went over the 
products point by point, and told distributors 
of the change in Kelvinator policy. 


LEFT 

In charge of sales promotion, 
window and floor displays 
and other selling aids, is 
wie Bill’’ Saylor who may 
be seen at the left doing his 
stuff at the Kelvinator-Leonard 
convention in Detroit. 


RIGHT 

L. R. Parker, in charge of 
merchandising operations for 
Commonwealth - Southern 
Corporation, chats with J. P 
Connolly and H. H. Higgins 
of Charleston, S. C., at the 
annua! Kelvinator-Leonard con- 
vention held in Detroit re- 
cently 





Seen at the KELVINATOR4 


Executives and distributors at the annual convention 


of Kelvinator-Leonard hear about the new 1940 line, 


changes in policy, advertising and promotion plans 


act 
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Kelvinator's 1940 advertising program was introduced to 600 distributors, wholesalesmen and 
sales managers by J. Nelson Stuart, director of advertising and sales promotion. Stuart is 
shown above with the first national magazine ad. 





Allan Steinert (center), head of the All-Eastern Co., 


distributors of Leonard and Kelvinator 


electric refrigerators in Boston, shakes hands on the new 1940 sales program with two members 
of his organization—R. S. Corn (left) and H. S. Maloney (right)—at the combined Kelvinator- 


Leonard convention held in Detroit recently. 
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Cameron (second from left), head of major market and Frank R. Pierce, (left), Kelvinator's general sales manager, chats George W. Mason (right), president of Nas')-Kelvinator Corp 
artment store sales, explains the importance of Kelvinator with Buck Schlosser, sales manager of the Careva Co., York, Pa., ration, addressed 600 Kelvinator and Leonard di:tributors. Sho 
Leonard's new 1940 sales program to the country's large at the combined Kelvinator-Leonard convention held in Detroit with Mason here are James T. Wilson, memb_r of the boa 
ai! outlets. With him, from left to right, are D. W. Jones recently, where important changes in policy were announced. of directors of Nash-Kelvinator Corporation, and 8B. B. Geye 
Roy Palmer of Duke Power Company, and George Wagoner president of Geyer, Cornell & Newell, Nash-Keivinator's adve 





Kelvinator, from Charlotte, N. C tising agency. 











res T. Lawson (center), household sales manager, shown Keith Saunders (right), New York zone manager, discusses the Among easterners present at the combined Kelvinator-Leonar | 
ve at a banquet held during the convention recently. With far-reaching effect Kelvinator and Leonard's 1940 sales program convention held recently in Detroit were Keith Saunde: 
are Ray Lynch (left) of Post & Lester, in Providenc, R. |. will have on metropolitan markets with two of his wholesales- (standing), zone manager, and Max (left) and Paul Krich ¢ 
A. A. Schneiderhahn, head of A. A. Schneiderhahn Co.. men, J. T. Mulcahy (left) and John Bank (center). The picture the Krich-Radisco Company, distributors of Kelvinator an 
Moines, lowa. A : was*teken at the 1940 Kelvinator-Leonard sales convention. Leonard electric refrigerators in Newark, N. J. 
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left to right. P. J. Zehnder, Lyle L. Clemmer, Garth Shown here, from left to right, are Larry Wray of Electrical Leonard's new 1940 advertising campaign plugs the new low 
*', Howard H. Davis, Charlies M. Graham, George Webber Merchandising and C. A. Stevens and A. L. Palmer of Public priced ($119.95), six cubic-foot cabinet. Shown above with th 
of Consumers Power Co.; L. R. Parker of Commonwealth Service Company of New Jersey, Newark. Snapped while eating first of a series of newspaper ads are J. Nelson Stuart (left) 
uther Roy Morensy, Muskegon, Mich.; and E. H. Ellis of lunch during the Kelvinator convention. director of advertising and sales promotion, and Frank R 
ator Pierce, general sales manager. 
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Total Sales 


W. Paul Jones, manager of Philco's refrigeration division, Art Pressier, left, of Philco'’s Cleveland division, led Philco’s 
tells the story of the 1940 models, with Conservador, frozen district representatives in 1939 sales achievement, and 
food compartment, refrigerated shelf, etc. receives gold watch from Tom Kennally, GSM 


PHILCO Convenes at PALM BEACH 


Refrigeration and Air Conditioning Presentations Bring 800 to the South For Four-Day Meeting 
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ir 
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James T. Buckley, Philco president, , re Jimmy Carmine, assistant general sales man- Harry Boyd Brown, left, in charge of Philco's Sayre Ramsdell, left, vice president of Philco, 
“to convention sessions at Palm Baach ager for Philco, goes over the refrigerator air conditioning division, chats with a couple in charge of advertising, goes over some 
William H. Grimditch : president ine and told the boys what was expected of of distributors before going into convention trick golf shots with Joe Kirkwood, famed 
charge of engineering for Ph them hall. professional, while at Palm Beach. 
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This gives you some idea of the jam at the Paramount A visual demonstration of replacement refrigerator business A group of Philco distributors take time out from the 
Theatre in Palm Beach when 800 delegates to the. Philco was given Philco delegates to the convention. Old ice convention speeches to smoke a cigarette and chew the 
convention began to exit from the hall boxes strewed the path to the convention hall. rag. Enthusiasm for the 1940 line ran high. 


hairs did a land-office business. At right is Tom Burke, Boston dis- And here we are again at the conclusion of the convention. Some 800 delegates to the show 
son, southern division manager with Chester Gaylord of Pittsburgh, made an impressive showing in a half-empty Palm Beach and at the Biltmore Hotel where they 
stayed four days. 
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Long ‘Terms... Day 


HE effect of installment financ- 

ing terms on appliance sales 

volume is well illustrated by the 
record of refrigerator sales over the 
past nine years in the territory served 
by Central Hudson Gas & Electric 
Corporation. 

During this period the utility has 
not itself been engaged directly in 
ippliance merchandising but has given 
‘ooperating dealers active sales assist- 
nce through market research, local 
newspaper, display and direct mail 
advertising, and by making available 
to them an installment financing plan 
which has been designed to meet the 
needs of every family budget. 

Prior to 1934 the company’s finance 
plan provided for payments over a 
Maximum of 2 years on electric re- 
frigerators. These terms resulted 
in larger monthly payments than could 
be absorbed by many family budgets 
and prevented a large group of mod- 
trate income customers from enjoying 
the benefits of electric refrigeration. 
To overcome this situation the finance 
‘terms on electric refrigerators were 
xtended in 1934 to a maximum of 5 
ears with the result that total sales 

the territory served by the utility 

reased from about 3,000 a year for 
te years 1931 through 1933 to 4,100 
1934 and 4,700 in 1935. The 

‘mance plan made it possible for 

usands of families to replace the 

id ice box with an electric refriger- 
‘or and brought substantially in- 
‘reased profits to the dealers. 

Alt hough 5 5-year terms were highly 
uccessful in widening the market for 
“ectric refrigeration, the monthly pay- 
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Three Years Experience with Financing 


Refrigerators on the Daily Payment Plan 


By 8S. R. Bradley, Jr., 


Asst. Treasurer, Central Hudson Gas 
& Electric Corp., Poughkeepsie, N. Y. 





ment plan failed to meet the needs of 
the lower income customers who are 
unable to put aside enough of their 
weekly income to meet the monthly 
installment on a refrigerator. 

A field survey indicated that this 
group in general is accustomed to 
purchasing on a cash basis and that 
whatever is left of the weekly pay 
envelope after supplying the needs of 
the family is spent in small amounts 
on miscellaneous nonessential items 
without any real consciousness of the 
aggregate amount involved. In most 
of such cases the total family income 
would justify the purchase of a re- 
frigerator, particularly when consid- 
eration is given to the value of the 
food-preserver in improving the gen- 
eral health of the family and elimi- 
nating waste. 

As a result of this study, a plan was 
devised which would enable the cus- 
tomer to meet the monthly payment 
by inserting 2 or 3 nickels each day 
in a collecting device attached to the 
refrigerator and so designed that the 
electrical circuit operating the re- 
frigerator would be opened if the re- 
quired daily payment was not made. 


1940 


The device would also permit the cus- 
tomer to insert at one time enough 
nickels to cover payments for 7 to 11 
days in advance depending on the 
daily payment required. 

In the spring of 1936 100 units 
were sold to selected customers on 
this plan with daily payments of 2 
nickels and no down payment, and 
the collection records through that 
summer and the following winter 
carefully analyzed. The results were 
highly satisfactory and in 1937 the 
plan was opened to all dealers. 

Total refrigerator sales had dropped 
in 1936 to 3,700 as compared to 
4,700 the year before. In 1937, how- 
ever, total sales of over 5,000 refrig- 
erators were reported by dealers, of 
which approximately 800 were on the 
daily payment plan and many more 
could be attributed to the sales en- 
thusiasm created by the availability of 
the daily payment plan. In 1938 over 
1,600 refrigerators were sold on the 
daily payment plan and 1,300 more 
will have been installed on this basis 
by the end of 1939. Thus, over the 
past three years, the daily payment 
plan has assisted in raising the stand- 


~ rn 


ard of living of over 3,700 families 
by bringing into their homes the con- 
venience and healthful benefits of elec- 
tric refrigeration. 

The finance plan made available to 
cooperating dealers by the utility was 
developed in 1935 with an independent 
finance company and provides that 
installment contracts covering dealer 
sales may be delivered to the utility 
as agent for the finance company. The 
dealer receives his check promptly 
from the finance company and the 
utility receives a portion of the 
finance charges to compensate it for 
handling new paper and for billing 
and collecting. The utility also guar- 
antees the finance company against 
any loss on the paper by agreeing to 
purchase all contracts which become 
three months in arrears. On 
financed in 1937 and 1938 the utility 
has full recourse to the dealer until 
the customer has paid 12 monthly 
installments, after which the dealer 
is relieved of all liability except for 
servicing the appliances. In 1939 the 
plan was modified to provide for re- 
purchase by the dealer of contracts in 
default at 60% of the unpaid cash 
value of the contract after the first 
12 installments have been paid. 

In consideration of the assumption 
of a portion of the dealer’s liability 
by the utility, a small percentage of 
the original cash balance financed is 
withheld from the dealer by the 
finance company on each contract and 
turned over to the utility. This dis- 
count, which has been based on the 
utility’s experience over the past six 

(Please turn to page 95) 
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SENSATIONAL ‘KIT PLAN’ 
DIRECT-TO-DEALER POLICY 
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GALI *MECHANICAI ICEBERG UNITS 
plus the exclusive new Gale Equalizer give 
you a powerful new sales presentation on 
efficiency and economy Conventional 
or hermetically sealed Mechanical Ice 
berg’ super-power units are available 
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VOLUME WITH 





“THERE'S REAL MONEY IN 
THIS ‘KIT PLAN’,” says DEALER A 


“I buy in carload lots and earn quantity dis- 
counts. NOW I can buy the SIZES I KNOW 
I can sell. I add kits to make the MODELS 
my prospects want! I save on warehousing 
and handling. Man, this ‘Kit Plan’ not only 
solves my toughest problems, but puts EXTRA 





profits in my pocket!”’ 








“THE GALE ‘KIT PLAN’ LOOKS 
GOOD TO MEI“ says DEALER B 


“I sell 50 to 100 refrigerators a year. Now I 
can safely buy in larger quantities and KNOW 
I won't be stuck with slow models. I can show 
a full line and make money on every refrigera- 
tor I sell. This ‘Kit Plan’ solves MY problems!” 





“ee. 


x 

















“THE GALE ‘KIT PLAN’ 
SELLS MORE FOR ME.” 
says DEALER C 


“Folks call me a ‘small’ dealer. But 
now I can really sell refrigerators. 
I show prospects a complete line, 
without tying up lotsof money. Why, 
I can show FOUR refrigerators for 
only 50% more than ONE usually 
costs! The Gale ‘Kit Plan’ is the 
first program to really consider me!”’ 

















FIRM 


Clip this coupon to your letterhead! 


GENTLEMEN: 
of the GALE line, t 
your dealer proposition 


a Products 
1615 Monmouth Blvd., Galesburg, Illinois 


Without | obligate. send me full details 
a KIT PLAN and 











CITY. 


ADDRESS.. 








BY. 
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NEW3 


PEOPLE + PRODUCTS - PLANS 





Electrical Merchandising Review of the Month 


February, 1940 











Big Mixmaster at 


the Show 





The giant Mixmaster which was the featured exhibit of the Chicago Flexible 
Shaft Company at the New York World's Fair, did double duty recently when it 
was incorporated in the house furnishing show exhibit in Chicago during January. 
It is an exact scale duplicate of the 1940 model. 


This is ‘Rock’ Smith 


In our 


January issue, we erroneously 
labelled a picture of Hotpoint’s Chicago 
manager L. E. Buxton as G. H. “Rock” 
Smith, Hotpoint general manager. Beg 
pardon. Here is the real McCoy with 
the Spanish moss of Edgewater Park, 
Miss. in the background. 
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Montgomery Ward 


An old Fair Store, Chicago, house- 
furnishing man, C. D. Ryan, has been 
made general merchandise manager for 


Montgomery Ward & Co., according to 
announcement made recently by Presi- 
dent R. H. Fogler. He was formerly 
manager of Ward’s homefurnishing 
division and succeeded Frank Folsom 


The Norge Boys 


JOINT AD PROGRAM PROPOSED BY 
WASHER-IRONER MANUFACTURERS 


Gallagher Re-elected President of Association 


CHICAGO—Someone buys a household 
washer every 6% American 
homes soon will have 15,000,000 washers 


sect nds. 


and 1,600,000 ironers in weekly use. 
American homemakers thereby enjoy 
31,000,000 added hours of leisure every 


week. 

Time saved from the old scrub-board 
gives America’s wives, mothers, 
daughters and servants 3,541 extra years 
every Monday for bridge, motion pictures 
and the conventional but always popular 
over-the-back-fence chit-chat, according 
to W. Neal Gallagher, Newton, Iowa, 
head of the Automatic Washer Company 
and just (Jan. 10) elected to his third 
term as president of the American 
Washer and Ironer Manufacturers’ 
Association. 

“Women will buy 1,550,000 more 
washers and 150,000 additional ironers 
this year,” he said after the annual meet- 
ing in Chicago. “They will spend $125,- 
000,000 for them. For seven years our 
homemakers have averaged the annual 
installation of 1,500,000 home laundering 
units.” 

On the Association program for 1940 
are a proposal for a joint advertising 
program underwritten by the members 
of the industry to promote certain 
standards of design and performance in 
household washers, formulation of a 
schedule of fair trade practices, a coun- 
trywide survey and sales managers’ 
round-table designed to improve methods 
of compensation for laundering equip- 


Know Their Stuff 





At a recent merchandising clinic held by Norge in Detroit, 198 wholesale men, 
answering a 100-question examination on Norge products, came through with 
an average of 80. Above, Glenn O'Hara, vice president in charge of sales, goes 
over the examination papers with James A. Sterling, merchandising manager. 
Two men tied for top place with 96 per cent—W. G. Whittingham of Detroit and 
J. M. Sandifer of Jacksonville, Fla. 
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ment salesmen and extension of plans {or 
National Washer-Ironer Week, to | 
staged for the third time next October 
John M. Wicht, manager of household 
laundering appliance sales of the General 
Electric Company, Bridgeport, Conn 


| headed a special committee that prepared 


the plans for industry advertising. These 
will be given further consideration at 
special Association meeting early 
February. Speakers at the annual ses- 
sion included C. E. Greenwood, director 
ot the Edison Electric Institute; Free- 
man Barnes, of New York, who des- 
cribed the success of the I. E. S. lam 
campaign, and Ainslie Gray, of Chicag 
late president of the International Asso- 
ciation of Electric Leagues. 

Simultaneously the Association held its 
second National Washer-Ironer Show, 
which overflowed the immense Stevens 
Hotel Exhibition Hall. 

Increased diversification in the design 
of both washers and ironers was the 
highlight of the displays. There was a 
newcomer in the fully-automatic washer 
field, product of the Blackstone Manv- 
facturing Co., Jamestown, N. Y. Sev- 
eral companies have added centrifugal- 
extractor type washers. Thermometers 
and timers appeared on some of the 
washers. Variable speed in both wash- 
ing and ironing action was introduced 
by various companies. Thermostati 
control and divided heating units for 
“cool” to “hot” heat and for handling 
small articles or large were ironer {ea- 
tures. More than 6,000 distributor and 
retail buyers visited the display. 

Prohibition, with the practice it created 
ot putting rumpus rooms in basements 
set the home laundering equipment indus- 
try on its way to monumental figures 
according to President Gallagher. “Whe: 
company began going down into the 
cellar, housewifely pride told the hostess 
that something would have to be d 






| about the creaking old washer and 


grimy surroundings in which it general] 


stood,” he declared. “Now laundering 
rooms are as attractively finished a! 
furnished as many more _pretentiou 
rooms in the home. 


Monday’s clothesline, according to t! 
statistical wizards of the washer-ir 
industry, stretches 284,109 miles, 


eleven times around the world, wit 
short end of 9,109 miles left over 
the shirts Bobby and Junior ruin¢ 


this morning’s snowball battle. 

The Association’s other new oft 
are: R. D. Hunt, Dexter Company, Farr 
field, Iowa; Oscar Lenna, Blacks‘on 
Mig. Co., Jamestown, N. Y., and W. Kk 
Voss, Voss Bros. Mig. Co., Davenport 
lowa, vice-presidents; Joseph R. Bol 
Chicago, secretary-treasurer ; 
board, John M. Wicht, General Electr 
Company; R. I. Petrie, Barlow & Scelit 
Ripon, Wis.; George M. Umbreit, t 
Maytag Company, Newton, Iowa; 
Merritt, Meadows Corporation, Chicag 
and L. L. Shawber, Westinghouse. 


1940—ELECTRICAL MERCHANDISING 


executive, 








tub — 
off, 


crea: 


wall 
top « 





In 
and 
botte 
back 


CONVENTIONAL FLAT TUB 


Agitator forces water 
against perpendicular side 
walls and velocity of water 
is retarded. 


Ai 


SPEED QUEEN BOWL TUB 


Agitator forces water 
against rounded sides and 
is deflected upward so that 
high-speed water action is 
produced. 


CLEANER CLOTHES _ 


As water in single wall 
tub or aluminum tub cools 
off, washing effciency de- 
creases. 


\\ 


A playful blow from 


baby’s hammer would in- 
jure any single wall tub. 


PROTECTED TUB 


“DOUBLE WALLS: 


qm OKEEP-— 
— WATER HOT 


Water in Speed Queen 
double wall tub STAYS 
HOT throughout entire 
washing. 


\ 
\ 


A similar blow on a 
double wall Speed Queen 
would merely dent the out- 
side armor of steel. 


STRONGER WASHER 


PEDESTAL TYPE 
The conventional single 
wall tub is bolted down on 
top of a low “pedestal.” 


CHASSIS TYPE 


Speed Queen tub is nest- 
ed inside the steel chassis 
and is suspended around 
the top free from strain. 


SIMPLER TRANSMISSION 


Above is a diagram of a 
typical washer transmission 
with multiple gears, rack 
bars, etc. 


WHITER 


= 


In a flat bottom tub, dirt 
and grit settle all over the 
bottom and are swished 
back into the clothes. 


Simplest transmission on 
any washer. Only 2 gears 
and one pinion. Slow speed. 
Sealed in a lifetime supply 
of grease. 


CLOTHES 


In the Bowl-Shaped Tub, 
dirt settles down under- 
neath the agitator so that 
wash water is kept cleaner. 


INSULATED DRAIN 


sv CONVENTIONAL 
DRAIN 


Conventional washers 
have drain attached direct- 
ly to tub. Result: bump 
against spout is apt to in- 
pure porcelain. 


LL 
SPEED QUEEN 
INSULATED DRAIN 


The Speed Queen drain 
is attached to the chassis 
—not the tub—so that no 
strain is ever put on tub. 





ee 
PUSH TO RELEASE 





BARLOW & SEELIG MFG. COMPANY 


PIDON WICCONCIN 


More Schick Shavers in ‘40 


Schick Dry Shaver went places in 1939 and here they are gathered with the 
eastern salesmen to lay plans for going further in 1940. Meeting was at the 


Hotel Lexington in New York City, Jan. 


Ralph J. Cordiner, president; 


Kenneth C. Gifford, general sales manager; 


12-13, and the principal speakers were 
and 


Roy W. Johnson, director of advertising and sales promotion. 


Schick Shaver Business Doubled 
NEW YORK a result of two 

_ the 

than 

year, it 


Ralph |] 


l the first 

for the remainder 

o Mr. Cordiner 
mplete liquidation of 
shavers equivalent 


m and a sale 


100,000 additional shavers. 
All of the shavers on hand in the inven- 
tory were completely rebuilt, re-styled 
re-packaged. 
entire year of 
previous year in 
and represented a 


of more than 


1939 exceeded the 
sales by 200 per cent, 
new high record for 
any year in the Company’s history 
except 1936 and 1937 which were banner 
years in the sales of electric shavers. 

Mr. Cordiner credited the spectacular 
rise in sales to the Company’s $300,000 
of newspaper advertising totaling ap- 
proximately a third of a million lines 
during the final four months with the 
addition of 1,200,000 lines of dealer tie-in 
advertisements in local papers. 


MANUFACTURERS ANNOUNCE 
SWEEPING REDUCTIONS IN 
REFRIGERATION PRICES 


NEW YORK—1 announcement by 
Kely 1 ona divisions of 
Kelvinato poration, reported in 
that price reduc 
would be put into 
1 1940 models of the company’s 
ight about a competi- 
ni he refrigeration 
whi f ht, without 
be described ; a “War 
~ncentrating 96 per cent of their pro 
tion on five Kelvina 
rf announced rice of $119.95 on 
their leader model. As a result of the 
move, according to Frank R. Pierce, gen- 
eral sales manager, all records for Janu 
ary one were broken. In major 
markets like New York, Philadelphia and 
Boston, Mr ~* tl said, shipments were 
louble and tr those of a year ago 
Denying that Kelvinator-Leonard were 
engaging in a price war, Mr. Pierce fur- 
added that the savings in price had 
accomplished by concentrating 
luction on the six-foot line, cutting the 
f ling, cutting the manufacturing 
ofit per unit and anticipating a large 
increase in order 
Since January 
t! larger 


ne Oo eT 
yusiness nave an 


nator ar nard 


pages last month 


fro m $30 to $60 


exaggeera 


six-foot models, 
a base p 


inl 
ipie 


ther 


hee: pr 
een pro 


15th, however, many of 

manufacturers in the 
yunced pri cuts 

I a six-foot 

ridaire and West- 

better with a 

ilco at their 

and condi- 

a six 

rosley reduced to 

d Kelvinator and 

and Gibson went 

to $89.95 


} 


go to press, 
been heard 
quoted 

are tor 

igerators 
without the usual plus featu to be 
found in de luxe mode humidity 
vegetable crispers ar similar 
tally incl In some 
used as 
present 


control 
accessories are 1s 
1939 models have been 
price leaders However, in the 


cases, 
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mpetitive Situation, 
vave taken place on the 
of the 1940 line. 

To date Kelvinator have given no in- 
dication of reducing prices still further 
As Mr. Pierce pointed out, Kelvinator’s 
move was not one of simple price cut- 
ting, or of setting up an attractive price 
leader but a complete program of new 
values designed to stimulate the com 
pany’s business. Pierce emphatically de- 
nied that his company was engaging in a 
price war, as has been charged. 

Frigidaire’s announcement, too, dated 
January 29, announced that company 
optimism over the reaction of the trade to 
the 1940 lines had led to the belief that the 
market might be further broadened with 
the introduction of two new additional 
models. These are a six-foot model to 
retail at $112.75 and an eight-foot model 
to sell for $196.50—both equipped with 
“a generous quota of convenience fea- 
tures.” Prices, incidentally, include the 
five-year protection plan. Every re- 
frigerator in the company’s line is subject 
to price reductions, officials declared, the 
most substantial cuts coming in the 
popular sizes of household models. 

In bringing out a refrigerator at 
$89.95 in the six-foot model size, C. J. 
Gibson, president, said that of the 
13,500,000 families in America who now 
have electric refrigerators that the re- 
mainder of the 30,000,000 total families 
are in the low-income group and that a 
refrigerator within their means would 
open an entirely new market. 

Frank R. Kohnstamm, sales manager 
of the merchandising division of West- 
inghouse, declared that sweeping reduc- 
tions were being made on the entire line 
of 1940 Westinghouse refrigerators. The 
base price leader will sell at $112.75 adja- 
cent to the Mansfield, O., area with 
slightly higher prices in other areas. 
This low figure is $40 under any previ- 
ously announced 1940 prices. Westing- 
house, however, had a refrigerator, 1939 
model priced at $129.50. This particular 
model, the company stated, had been re- 
designed and now goes into production at 
$112.75 


price 


reductions 
stripped models 


| 


GENERAL ELECTRIC REVISES SALES 
PROGRAM ON AIR CONDITIONING 


BLOOMFIELD, N. J.—After more 
than a decade of building and selling 
heating, air conditioning, and commer- 
cial refrigeration products, the General 
Electric Company has decided to revise 
completely its merchandising program 
for these lines in order to place greater 
emphasis on the problem of distribution, 
it has been announced by Stuart M. 
Crocker, 
tioning and commercial 
department, Bloomfield, N. 

“Our new plans are evolutionary, not 
revolutionary,” Crocker stated. “In- 
creased emphasis on sales is the natural 
outgrowth of better products and rising 
public acceptance, and it must have the 
industry’ s prime consideration if we are 
to a continue a healthy growth. Automatic 
heating, air conditioning, and commercial 
refrigeration units are no longer ‘engi- 
neering’ items, any more than are elec- 
trical appliances for the home. They have 
developed, as have household refrigera- 
tors and ranges, into commodities that 
must be merchandised. Our thinking 
along these lines has resulted in the new 
program.” 

The shifting of many executives to 
positions requiring closer contact with 
the selling organization is the keystone 
of the plan as outlined by Crocker. Twice 
as many men as formerly will be in 
direct touch with field operations, and 
henceforth G-E_ representatives will 
spend, in total man hours, an average 
of more than a month a year with each 
major distributor. Increased sales train- 
ing services, actual sales assistance, and 
expanding promotional activities are 
functions of the new set-up. Accom- 
panying the sales changes is the con- 
solidation of design, engineering, and 
service into a single division, whose 
functions and field representatives will 
be independent of sales operation. The 
most important feature of the new plan, 
according to Crocker, is that the entire 
sales operation will be the direct respon- 
sibility of a number of district managers, 
each having definite territories and com- 
parable assignments, and each working 
with but relatively few distributors. 


manager of the G-E air condi- 
refrigeration 
Y 


Crocker announced the appointment of 


Elliott Harrington and Harold T. Hulett 


HAROLD T. HULETT 


ELLIOT HARRINGTON 


FEBRUARY, 





and eastern 
Both will 
Bloomfield. 


as western 

respectively. 
quarters in 
formerly 


sales manager, 
maintain head- 

Harrington, 
product sales manager and 
associated with G-E air conditioning 
from its beginning, will be responsible 
for sales in an area beginning with the 
eastern borders of Ohio, Kentucky, Ten- 
nessee, and Alabama and proceeding 
westward. Hulett, formerly distribution 
sales manager and prior to that in charge 
of G-E commercial refrigeration activi- 
ties, has corresponding duties for all 
eastern states. 

Under these dual managers are four 
zone managers, two for eacn half of the 
country. A. E. Pierce, formerly in 
charge of the company’s automatic heat- 
ing sales section, supervises the north- 
east zone, which includes metropolitan 
New York, eastern Pennsylvania, New 
Jersey, Connecticut, Rhode _ Island, 
Massachusetts, New Hampshire and 
Maine. E. McClelland, formerly 
assistant to Hulett, becomes manager of 
the other eastern zone, including upstate 
New York, central Pennsylvania, Dela- 
ware, Maryland, the District of Colum- 
bia, the Virginias and Carolinas, Georgia, 
and Florida. 

In the western half of the country, 
C. M. Rowland, who for several years 
has been in charge of G-E Packaged 
commercial refrigeration sales, become 
zone manager for Ohio, Michigan, le 
diana, Illinois, Wisconsin, Minnesota, 
the Dakotas, lowa, and eastern Missouri 
L. A. Hobson, previously district office 
manager at Atlanta, supervises opera- 
tions in the other western zone, includ- 
ing the Rocky Mountain and Pacific 
states. 

Working with the resident district 
managers and zone managers throughout 
the country will be newly-appointed 
specialists in oil-fired equipment, gas 
equipment, packaged cooling, packaged 
commercial refrigeration, remote refrig- 
eration, national users, and code applica- 
tions. These men will be available in 
any district needing their services. 

Engineering, design, and service activi- 
ties are coordinated in the new engineer- 

(Please 50) 


turn to page 
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5 SPEEDS 


on Every Corox on 
Every Model in the 
1940 Westinghouse 
Line! 
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livis in Bloomfield, under tl 
nanagership of H. D. Kelsey, former 
ead of design engineering D. W 
McLenegan and W. O. Lum have beet 
umed consulting engineers, while R. 1 
Berry, rel 1 ] lutie as Dalla 
fhcee mana t econ Kelsey i 
tant i field engine 
Glen! \y | nag advert 
: l > { K | ta | > 
‘ lu lit perv! ! t 
G-E air lit ind commercial 
ige ion it \ added re 
onsibil i the expanded sale 


NEW YORK TO START 
6-MO. REFRIGERATOR 
DRIVE 


\V ) I \ ? un? 
i i t re ate } 
velv i id tised brand 
I n March l 
and ling ind =including 
August 31 Wa 4 1 | to its ip 
1 yperating dealers today by the 
{ isolidated Ed n Compa f New 
\ k, I i ling to a i juncement 
yy E. F. Jeffe, vice-president 
Details of the campaign have been re 
erved Ie i ouncement to de iler repre 
atives on February 14 and to the 
ooperating dealers on February 15 
The f lowing distr butors were named 


requirements of 


] 


(Gibson); General 


the campaigi Crosley Distributing 
Corporation (Crosley); Consolidated 
Edis Company (Electrolux); General 
Motors Sales Corporation (Frigidaire) ; 
Rex Cole, In General Electric); R. 
I 

EF] 


ration (Hotpoint) ; 





Nash-Kelvinator Corporation (Kelvina- 
tor and Leonard); Warren-Norge Com- 
pany, Inc., (Norge); Philco Distribu- 
tor ( Philco) Royal Eastern 
al Supply Company (Stewart- 
ner); and Times Appliance Com- 

iny, In ( Westinghouse) 
In a four mont campaign last year, 
‘ h began in April and ran through 
July, a total of 82,632 automatic re 
trigerators, wit a sales value of more 


than $10,000,000, were sold by Consoli 
lated Edison and cooper 
and dealers. Of the 
54,609 replaced 


ating distributors 
total m 


~oxes 


imber sold 


Universal Range Men Set 








Blackstone 





Gustave Lawson, vice president of Blackstone 
welcomes the delegates. 


BLACKSTONE PRESENTS 
AUTOMATIC WASHER 


slack 


recent 


JAMESTOWN, N. Y The 
Manufacturing Company 
ly at the Hotel Jamestown, here, 
staged the most impressive and sig- 

int convention of its salesmen 
this company started mak 
ng washing machines back in 1871. 
It was significant this was 
the first occasion upon which the 
Blackstone from the United 
States and Canada had had an oppor 


stone 


nific: 
| eld since 
because 


salesmen 


tunity actually to see and examine 
the ne 2 _ A atic H » 
he new Blackstone Automatic Home 2p et ig 
og i sn 
Laundry an 
P. S. Moynihan, Blackstone’s sales 


manager, took over the ballroom of 
the Hotel Jamestown, for it includes 
a stage and a public address system 
and is large enough so that the meet- 
ings could be held there, new models 
could be exhibited and luncheons 
could be served without disturbing the 
meeting set-up in any respect. 

In the absence of O. A 
president of the Blackstone 


circus at the Blackstone convention. 


Lenna, 
Manufac- 


turing Company, the salesmen were 
welcomed by Gustave Lawson, vice 
president of Blackstone. This was 


dramatic introduction 
of four new wringer model washers 
and two new spinner models. They 
were shown, one by one, on the stage. 
R. A. Lenna Assist. SM closed the 
presentation by discussing some of 
the outstanding points concerning the 
various models as they were grouped 
around him 


followed by a 


P. S. Moynihan, 


sales manager for 


Blackstone, in the middle of his talk. 


Frank Coyle, field representative of 
ELECTRICAL MERCHANDISING in the after- 
noon session, gave the latest market 
statistics on washers and ironers. Paul 
Berner, sales promotion manager of 
Lovell Manufacturing Company, gave 
a demonstration on Lovell wringers. 
Robert B. Warman, of Landsheft & 
Warman, Inc., advertising agency, 
presented a sales plan covering the 
regular Blackstone lines. 

At the opening of the meeting on 
the second day, L. E. Moffat, editor 
of ELectricAL MERCHANDISING, gave a 
chart talk based on the ELecrricar 
MERCHANDISING—McCall’s_ survey of 
the washer and ironer industry. The 
presentation of the Blackstone Auto 
matic Laundry was then staged with 
all of the dramatics made possible 
by the public address system, beau- 
tiful flowers, trumpeters, and a pretty 
girl, Mr. Moynihan discussed the 
Blackstone automatic laundry in de- 
tail. Fred A. Conterman, chief en- 
gineer, took up the subject in detail 


for 1940 | 


from an engineering standpoint. Mr. 

Landers, Frary & Clark, New Britain, Conn., manufacturers of Universal electric Warman presented the advertising 
. s ame . 2 at. 

ranges and other appliances, had a sales meeting at headquarters recently and and promotion plans for the Black- 
stone automatic laundry. John Lin- 


we present herewith a picture of the group who participated in the discussions. 
Chief speakers were W. J. Cashman, sales manager; B. C. Neece, general sales 


manager. 
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coln, associate editor of The Architec- 
tural Forum, spoke on “The Place 
of the Blackstone Automatic Home 
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R. A. Lenna, assistant sales man- 
ager, goes over the 1940 model. 








Present Their Automatic Washer 





R. B. “Bob” Warman of Landsheft 
& Warman, Inc., ad counsel. 


Se 


————— 


A demonstration of Lovell wringers, staged by Paul Berner, was the nature of a 





Fred A. Counterman, chief engineer, 


went into detail on the new washers. 


Laundry in the Architectural and 
Building Fields.” 

The annual sales banquet was held 
on Friday evening, December 15th, 
principal speaker, T. P. Calhoun, and 
the next and last day of the conven 
tion was devoted to a plant inspectio! 
by the salesmen and further study of th 
Blackstone automatic laundry. 

Blackstone salesmen, who attende 
the convention, were: S. Kloster 
man of Columbus, O.; R. J. Stritt 
matter of Cleveland, L. D. Henninger 
and George Wendling of Buffalo, R 
J. Rheberg of Minneapolis, Josep 
Steinberger and Nate Lewis of New 
York city, T. P. Calhoun and R. J 
Rittenhouse of Worcester, Mass 
Jack Clifton of Chicago, Herma! 
Fortier of Montreal, J. T. Neislar an‘ 
George Herrick of Dallas, Richar 
Jones of Syracuse, H. D. Honan 
Washington, D. C.; Bert Desmor: 
Jacksonville, Fla.; A. T. Haugh « 
Glendale, Calif.; E. Loeb of Milwau 
kee, Clifford Wright and Phillip Smit! 
of Boston, L. E. Salley of New Or 
leans, E. J. Wiley of Charlotte, N. C 
A. N. Tuttle of Pittsburgh, Carl Lin 
coln of Kansas City, A. J. Van Syoc 
of Jackson, Mich.; H. H. Newman o! 
Detroit, and Richard Van Falkenberg 
of Toronto. 
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Broaden your Appliance Market 
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STERI-SEAL WASHERS FOR 1940 











Write today for details! 





1940 
NORGE DIVISION BORG-WARNER CORPORATION 
670 E, WOODBRIDGE, DETROIT, MICHIGAN 


Please give me details of the 1940 Norge Steri-Seal Washer line, 
the merchandising and financing plans and the greater advertising 


support given Norge dealers. 


Name 





Firm 

















The famous washers that 


feature 


Easy-to-see value, year after year, has advanced Norge to a 


leading position in the washer field. Norge Steri-Seal Washer 


for 1940 carries on the tradition . . . becomes a “standout” on 
any salesroom floor, with highlighted features every woman 
wants and can get in the Norge at no price premium. 


and, of course. 


E“taYolyp, 


Even the lowest priced Steri-Seal Washer embodies the tre- 


mendous durability and the unexcelled performance of the 


exclusive Norge Autobuilt Transmission . . 


. a top-notch sales 


feature that has meant much to every Norge owner. Other 


extra values continue progressively clear through to the top 


of the line . . 


. all of proved worth in attracting women right 


over to Norge, in making extra sales and extra profits for you. 


Norge Covers the Washer Field 


For the class market, Norge gives you the bril- 
liant, graceful Monogram Supreme and Mono- 
gram De Luxe models . . . for the big mass 
market, the two splendid Monogram models with 
their many features, including oversize tubs . . . 
for the price market, the Steri-Seal VM-42 with 
its full 14-gallon tub and Autobuilt transmission 

. only five models to cover your market. Each 
model assures the buyer the famous Norge 
washing action, the steam-sealed heat washing, 


and the pressure-cleansing of a Lovell-built 
Damp-Dryer. Some models feature the colorful 
Norcelain drainboard to match the Norcelain 
agitator. Here’s your opportunity to broaden 
your appliance business with a proved product 
backed by a big name ... a name well and 
favorably known to millions. Send right now for 
details of the 1940 Norge washer program. Tie in 
with a leader. 


NORGE DIVISION BORG-WARNER CORPORATION, DETROIT, MICHIGAN 
In Canada: CANADIAN RADIO CORPORATION, FLEET STREET, TORONTO 


Royal Rollator Refrigeration ¢ Gas and Electric Ranges @ Commercial Refrigeration 


: Zo NORGE isi 
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UE to the overwhelming demand for 
the new 1940 line of Rittenhouse Door Chimes, 
our complete production for 1939 was sold out 
December 2nd, despite the fact that our en- 
larged plant had been operating 24 hours a day. 
To you who were disappointed, we express 
our sincere apologies and appreciation of your 
considerate understanding of our problem. 

In the meantime, our plant facilities have been 
expanded and production stepped up to meet 
the increasing demand. We are now in a position 
to make prompt deliveries of all models. 

Rittenhouse leadership has been built on a 
policy of producing only well-made quality mer- 
chandise with a constant national advertising 
program to sell this merchandise to the public. 
A policy which is backed by our 36 years’ rep- 
utation of square dealing with the trade. 


This policy has resulted in making Ritten- 
house the fastest selling chimes on the market. 
The enthusiastic demand for the new line, 
which has been so clearly demonstrated, fore- 
casts a profitable 1940 for Rittenhouse dealers. 

For your splendid co-operation and good-will 


we express our sincere appreciation and thanks. 


The A. E. Rittenhouse Co. 


| | Honeoye Falls, N.Y. 
| 
| 


, Inc. 
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General Electric Picks a Winner! 


Ralph Furbay of Furbay-Sommers Co., G-E distributor in Canton, O.; Howard 


La France, 


ground was grand prize. 





G-E home laundry representative; and Edward Larson, 
G-E's “Committee of 1,000" drive on home laundry equipment. Pontiac in fore- 








winner of 


OHIO DEALER GRAND PRIZE WINNER 
IN G-E "COMMITTEE OF 1,000" CONTEST 


Will Head Home Laundry 
Sales Specialists 


BRIDGEPORT, CT.—Ed 
hard-working 
in Minerva, 
consists of 


Larson, a 
electric appliance dealer 
Ohio, whose entire staff 
himself and his wife, has 


in General Electric’s unique “Committee 
of 1000” drive to sell washers and iron- 
ers and will head a group of 999 other 
retail salesmen whose advice on selling 
methods will be sought and cherished by 
the company from now on, according to 
an announcement just made by John M. 
Wicht, manager of G-E home laundry 
equipment activities, Bridgeport, Conn. 
The campaign, which began in mid- 
August of last year and concluded late 
in October, had a dual objective—to sell 
washers and ironers, and to elicit from 
the most successful salesmen involved 
their tested ideas of salesmanship. A 
thousand prizes, of varying worth, were 
offered the winners. 

The eight top winners announced by 
Wicht, are Larson; Robert Erikson, of 
the Lynn Gas and Electric Co., Lynn, 
Mass.; L. E. Merkle. of Kloenfers, 
Bucyrus, Ohio; Henry Marigoni, Charlot 
Electric Co., Uhrichsville, Ohio: I. F. 
Persky, Public Service Gas and Electric 
Appliances, New York City; E. A. 
Dorne, of Joseph F. Lederer, Inc., 
Bridgeport, Conn.; Oscar Mannen, of 
Oscar's, Hazelton Pa.; and E. Smith, 
of J. P. Smith, Barberton, Ohio. For 
heading the list, Larson was presented 
with a new Pontiac sedan. 

To start 
Committee of 1000, General Electric has 
already issued a preliminary question- 
aire to round up the most effective 
methods of selling washers, ironers, and 
dryers. The answers will be used, Wicht 
declares, to develop merchandising plans 


for all salesmen. Among the questions 
asked was “How long have you sold 
the G-E Line?”; “Why do you think it 


is the best brand to sell?”; “What are 
the washer and ironer features you don’t 
like?”; “What demonstration helps do 
you find useful?”; “Describe your effec- 
tive demonstration methods;” “Do you 
encourage home demonstrations on the 
line?” 

Larson’s story might well be studied 
by all salesmen. Two years ago he and 
his family began the appliance business 
in Minerva, a town of about 3000 inhabi- 
tants, moving into a small store with an 
apartment on the second floor. Larson 
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does all of his own selling and servicir 

while Mrs. Larson takes care of ™ tw 
children, four and six, runs the hous 
hold, does the bookkeeping, and waits 

customers when the boss is out on a ca! 
Minerva citizens regard Larson as e 
ceedingly honest and hardworking, al 


| are very much elated that he has won |! 
turned up as the grand national winner | 





the year off right for the | 





contest. Last spring he and his w 

went into Cleveland to see General Ek 
tric’s traveling dramatic presentati 
“Get Over Into Clover,” which was d 
signed to sell the advantages of con 
plete line operation to dealers. In ti 
case it worked well, and on the lon 
drive home the Larsons discussed the si! 
uation and came to the decision that thei 
business would become General Electr 

Ever since then they have handled G-! 


home laundry equipment, refrigerator: 
ranges, radios, vacuum cleaners, 
small appliances. 

From the show they brought hor 


another hard-driven point—that succes: 
ful merchandising meant doing a ba 
anced job on all products. Heretofor 
like many another dealer, they had cor 
centrated on refrigerators. When t 
“1000 campaign” was announced, Larso 
went to bat in earnest, pinning up 
slogan “A good name, plus a good pr 
duct, plus a good plan, plus hard work 
equals certain success. 

It was very simple. First he decide 
he would work 16 hours a day durin 
the campaign. He would employ t 


user coupon book supplied by Gener 
Electric. He would study the produ 
closely. He would advertise consisten 


in the classified section of the loc 
paper, emphasizing terms. One of ! 
most important factors was the wus 


coupon book, and Larson assigned t 
of his present washer owners to a lo 


pottery plant, giving them exclus 
right to turn in leads from this loc 
industry. Another owner was given t 


railroad shops. In fact he talked to @ 
of the local user-owners and had th 
all soliciting business. The leads cat 
in so fast that he often worked ut 
after midnight closing washer sales 
important factor, in Larson’s opin 
was that he paid off for leads turned 
immediately after the sale was closed 

Larson thinks, as a result of his ¢ 
perience, that list price means very litt 
but that terms and quality of product # 
determining factors. He gives full cre’ 
for winning the national award to. 
wife and to the “home town folks, 
all of his sales were made within 
radius of 15 miles. 
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THIS FINANCE PLAN 
PROTECTS YOUR PROFITS 
AND PROMOTES YOUR SALES 


IT’S THE NEW DEALER RESERVE PLAN 


IT DOES WHAT MOST PLANS FAIL TO 
DO—PROTECTS YOUR PROFITS ON 
TIME SALES 


IT OFFERS A NEW LOWER RATE 


IT REQUIRES ONLY ONE RATE SCHED- 
ULE FOR ALL HOME APPLIANCES AND 
RADIOS 


IT’S A PLAN YOU SHOULD BACK TO 
THE LIMIT BECAUSE— 


IT’S A SALES-MAKING PROFIT 
PROTECTION PLAN 


© 600 OO 


BIG part of your profits should come from your 
time payment sales. 


But will it? 


Not if your finance plan is all shell and no meat. 
Not if it looks good but works badly—for you. Not if 
it fails to offer liberal terms and low charges to at- 
tract the buyer. Not if it fails to protect the dealer 
during the first six months, the period when most re- 
possessions occur. Not if it leaves you to pay your re- 
selling costs out of your merchandise profits. 


What is there about this new Commercial Credit 
Plan that makes it a stand-out—the safest plan—the 
one really practical plan for most dealers? Because it 
is a profit protection plan. 

Compare these features with other plans. 


Commercial Credit has again cut appliance finance 
charges. One simplified rate chart covers all appli- 
ances and radios. 


The Commercial Credit Dealer Reserve Plan sets 
aside a cash reserve for the dealer running as high as 
$5.40 a deal. Here’s why— 


Finance company experience proves that a certain 
number of appliances sold on time are afterwards 
repossessed. After paying repossessing, recondition- 
ing and re-selling expenses, the dealer frequently 
realizes an amount that is less than the original selling 
price, thereby establishing a loss. 


And why should a dealer lose this large part of his 
original profit on the merchandise? He shouldn’t have 
to. Under this new plan, the customer charge, low as 
it is, includes a covering margin to protect the dealer. 

* * * * & 


As optional arrangements, Commercial Credit 
Financing Service offers at the same low rates the 
Limited Liability Plan—popular with many dealers— 
as well as the Purchaser Discount Plan—created to 
reward the prompt paying purchaser with a discount 
on each instalment paid within three days of coupon 
date. 


Regardless of which plan the dealer may select, 
Commercial Credit never loses sight of one of its 
main responsibilities. It provides a sound, adequate, 
liberal credit and collection service. 


The Commercial Credit Plan is a merchandising 
plan in every respect. Terms are liberal with payments 


small enough to minimize the price of the appliance.. 


Special plans are offered for short-term financing; for 
quarterly payments by farmers; for combination and 
“add on” sales. 


The liberal low-cost FHA Plan is offered through 
Commercial Credit service for the financing of eligible 
equipment. 

* * * * 


Commercial Credit Companies offer a Floor 
Display Plan for financing a single unit or an 
entire display of new merchandise. Terms are 
liberal, and the charges extremely low. Dealers 
may also arrange to demonstrate this merchandise 
in the prospect’s home. Ask your local office for 
full details. 








L. 





























COMMERCIAL CREDIT COMPANIES 


Serving Manufacturers, Distributors and Dealers throughout the United States and Canada 
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STEAM-OTMATC 


Yeats (head wir ANOTHER 








Designed by 
Brooks Stevens 


@ The first fully automatic electric steam iron to be offered 
for home use! 


@ Just set the dial for any fabric—new type thermostat 
holds temperature exactly as set! 


@ Ideal for linens as well as synthetic fabrics! 


Thermostat prevents iron 
from overheating when 
water has boiled off. Press- 
es the finest fabrics without 
a press cloth — can’t burn 
or scorch even 
rayon. Net weight 
only 4 Ibs. A.C. 
only. A safe, 
practical, 
high-quality 
iron at a low 
price! Sealed 
Nichrome 
element. 
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SENSATIONAL STEAM IRON 


@ Operates also as dry iron if desired—with same automatic 


control feature! 


@ High wattage element (A.C. only) gives fast beat re- 


covery—speeds ironing! 


@ Rustless all-aluminum construction—including special- 


alloy sole plate! 


The iron that proved the 
value of the steam prin- 
ciple! Economical—uses 
only 525 watts. Uses 
either A.C. or D.C. Irons 
rayon, celanese, acetates 
without burning 
or scorching. 
Presses woolens 
m on right side 

\ without press 
cloth! Great- 
est value you 
ever saw at 


= , ois — the price! 














~ YOU HAVEN'T SEEN ANYTHING IN ELECTRIC 
STEAM IRONS UNTIL YOU'VE SEEN... 


~ STEAM-O-MATIC 


Steam Irons that Sell Fast... Sell Profitably... Stay Sold! 


STEAM-0-MATIC CORP., 228 SOUTH FIRST STREET, MILWAUKEE, WIS. 


FACTORY REPRESENTATIVES; MARTIN CARLSTEIN & ASSOC. NEW YORK, N.Y., NYE-SCURLOCK, Inc., CHICAGO, ILL., D. E. SANFORD CO., LOS ANGELES & SAN FRANCISCO, CAL. 


FEBRUARY, 








100,000th Bendix 





J. S. Sayre, vice president in charge of 
sales, and Parker Ericksen, advertising 
manager of Bendix Home Appliances, 
pose with the 100,000th Bendix to come 
off the production lines in the two-year 
history of the company. 


Railroad Stop Buying 
Wholesale for Employees 


The Pennsylvania Railroad, whic! 
in years past, has generously allowe 
employees to purchase almost any 
thing they wanted at wholesal 
through their buying department, has 
just announced that the practice will 
be stopped. As much as $15 millior 
worth of consumer goods a year wert se 
purchased for the vast army of em- divis 
ployees that work for the railroad, it tising 
was declared by Wm. F. Gable Con 
pany, Altoona department store, whic 
among others made the request. 

It is said that Wm. F. Gable Com- 
pany acted on the behalf of 335 ship- 
pers of freight who were penalized b 
the railroad’s lenient habits. 








Congratulations! 


M. C. Turpin of the Westinghouse Com- 
pany, congratulates Ward Stringham of 
the General Electric Supply Corp., on 
his succession to the presidency of the 
Electric Institute in Washington, D. C. 
during the 6th annual dinner meeting of J.C. 
the Institute, Jan. 17. Burne 
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Oil Space Heater Men Get Together 


Two men who could write the history of oil heat—H. H. S. Frasher of Evan-Oil 
and A. T. Atwill of Quaker Mfg. Co. meet in Chicago. 


The Evan-Oil crowd—facing camera A. W. Shields, sales manager of Evan-Oil 
division of Evans Products Co., Robert Evans, manager, and J. C. Goldrick, adver- 
tising director of Evans Products Co. 


Thomas Sourbeck, manager, American Stove Co., Lorraine, Ohio, and S. E. Little, 
vice president of American Stove, Cleveland, Ohio. 


Scarfs—Shaw!ls 
Bed linen 
Blankets 

Table linen 


Bath towels 


J. C. Goldrick of Evan-Oil has a word with Colonel Gilmore, who sells the Breese 
Burner unit. Meeting was in Chicago during House Furnishing Shows. 
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ONLY American Beau- 
ty can be trusted to 
wash these articles 
safely — you can sell 
your prospects this ex- 
tra service! 


ANY good washer will 
satisfactorily wash 
these things. American 
Beauty washes them— 
gives you EXTRA sales 
appeal in addition! 


AMERICAN BEAUTY 


Alse Offers 


@ Exclusive TRIPLEX 
agitator. Washes full 
depth of tub. 


@ Instant Touch “Bar- 
release” wringer —a 
touch stops and frees 
both rolls. 


Sales-inspiring beauty 
that modern women 
demand. 


“Easiest-in-the-world” 
on clothes. 


A full line of quality- 


built washers that are 
priced to SELL! 
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NO “FLUTTER” 


with the 


NEW TITAN 
Wi THERMOSTATIC 
ELECTRIC SWITCH! 


THE "MAKE OR BREAK" ON 
APPLIANCE CONTROLS MAY 
"MAKE OR BREAK" SALES FOR 
you! 


\. 
N 





The Titan Thermostatic Electric Switch, 
with its snap action, assures extreme 
sensitivity—''on the nose" control— 
its rugged construction assures long 


life. 


In addition to exhaustive "‘life tests’’ in 
our own laboratories, the Titan Switch 
has been tested by Electrical Testing 
Laboratories. The ETL report is read- 
ily available. The device has also been 
tested and approved by Underwriters 
Laboratories, and is listed under their 


reexamination service. 


May we have the opportunity of ac- 
quainting you with the many superior 
features of this control? 







































THE TITAN VALVE & MFG. CO. 


9913 Elk Avenue ° Cleveland, Ohio 
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TRADE- INS, DISCOUNT 
| SELLING TO FORE DURING 
N.R.D.G.A. SESSIONS 


NPT OT 


“Trade-Ins and Profits’ and “The | antee as to goodness or badness—which 
Growing Evil of Wholesale-Retail Sell- | ever way you want to look at it. 
ing” were the two big subjects selected | While statistics flowed like beer at a 
by the Merchandising Division of the | sale manager’s picnic we are not going 


National Retail Dry Goods Association to quote any more on this subject. 


for discussion at the annual convention Two other factors in ‘“Trade- Ih 
held January 15 to 19 in New York City. | were given considerable time, but neither 
These department store merchandising | of which can be discussed in great detail 
men aren't much for speeches but here. Several retailers pointed out 
they’re Hell on discussion. Almost half | “trade-ins” as economically unsound and 


of those filling the room to capacity had | unfair to the consumer. The contention 
something to say before the chairman, | being that those paying cash or those 
P. L. DuBoff of Bloomingdale Bros. | buying where no trade-in was involved 
New York ended the session at one P. M. | had to pay the cost of the trade-in sales. 
The “Trade-Ins and Profit” problem | This is a perfectly logical conclusion. 
was divided two ways, (a) Retailers | If trade-ins do continue to increase the 
view point by Ralph Chipurnoi of Gim- | penalty may be quite severe on the buyer 


bel Bros. New York city. (b) Manufac- | without some old ice box or refrigerator 
turers view point by A. M. Sweeney | to offer in part trade. 
sales manager Refrigerator division | Many retailers and merchandise men 


General Electric Company, Bridgeport, | were very emphatic as to the evil influ- 
ence of trade-ins on salesmen. A number 


Conn, | 
even went so far as to say the high type 
An Increasing Problem specialty salesmen of the past has been 
almost driven out of the field by 
, trade-ins. 

Such a subject handled by men looking That the merchandise men of the 
at it from the opposite ends of distribu- department store field did not meet just 
tion would be expected to produce some to talk is evidenced by the resoluti 
plain and fancy fire works. But there | which was proposed and adopted as a 
were none. There was a little of the | possible way to solve the trad 


“old army stuff” but not enough to get | problem. With “be it resolved” 
in anybody’s hair. We'll report the first | “whereases” out of the window her¢ 
half of the meeting purely from the | what they suggest. 


stand point of retailer and maker. We The manufacturer through his distrib 
might just add that Mr Packard of | tor to take back all trade-ins for rec 
Frigidaire was called in from the audi- | ditioning. The price of same to bh 
ence as a “partner-of-discussion” on the | according to a blue book prepared by the 
side of the manufacturers. manufacturer setting trade-in allowances 


Both sides admitted “Trade-Ins” to be | for each model for each year. This bi 
an ever increasing problem and one for | to be revised annually and to be flexibl 


which some solution is more than desir- as to price for trade-ins between prede- 
able. Some retailers even went so far termined districts of the country. TI! 
as to say it was NECESSARY if a | trade-in to range from 5 to 10 per cent 
profit is to be made by the department of the new refrigerator price. The 
store. amount allowed to be attached to 


Statistics quoted as to number of | price list becoming a part thereof 
refrigerator sales in which a trade-in | therefore coming under the jurisdictior 
was involved during nineteen thirty-nine | of Fair Trade Practices. 

ranged from 18 to 25 per cent with most 
of those present leaning toward the 


higher figure. Trade-in estimates for Dealers Started It 

1940 showed a wider variation starting at 

25 per cent and going up to 40 per cent The manufacturers were at a big dis- 
(Ed Note—we believe the figure will not | advantage when asked to comment or 
reach 30 per cent). the recommendation for they knew noth- 


Some interesting figures were given | ing about it up to within a few minutes 
as to what happened to trade-ins. About | of its reading. The retailers on_ the 


19} per cent were junked. These un- | other hand had apparently given it 
doubtedly represented only an excuse to | Sreat deal of thought and consideratio 
reduce the price on a new refrigerator. The makers pointed out that trade-ins 


Slightly over 35 per cent were resold | were originated entirely by the retailer 
“as is’. How near the ALLOWANCE | Never were they proposed or suggested 
was recovered was not ventured by any- | by the manufacturer. However 1! 
one. The remaining 46 per cent were makers were more than willing to stud 
reconditioned and resold as second hand | the plan and to adopt all or a part oi 

refrigerators with some minimum guar- | if found economically sound. 








Apex sales executives and field representatives gather together at Cleveland to 
: discuss 1940 plans. At head of table is C. G. Frantz, president. Note new Apex 
tank-type cleaner occupying prominent place on table. 
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Qutdoor Ac v Co 


This poster on sunlamps, used during the present sunlamp campaign in metro- 
politan New York area, was chosen as one of the one hundred best posters of 


renetmir § 


= 


the year at the tenth annual exhibition of outdoor advertising art in competition 


with leading advertisers. 


department. 

And that was the end of that—or is it 
the beginning ? 

Mr. Bernard B. Zients, Associated 
handising Corporation, New York 
red and read the paper on “The 
ving Evil of Wholesale-Retail Sell- 


g Mr Zients did an unusually good 


by sticking to the facts, being fair 
all concerned and not playing to the 
lery which is so possible with such a 


vas Claimed in this speech that fully 
rty per cent of all major appliances 
uught through Discount-Houses. If 
minated it would be possible for de- 
ment stores to increase their sales as 
ich as 28 per cent. 
How discount houses harm the regular 
distributor and the manu- 
turer was ably presented, and made 
in the audience realize for the 
time just how serious this type of 
tition is 
was the feeling of the meeting that 
done by the retailer or 
ler to stop the discounters. The dis- 
butor and manufacturer must take the 
tiative. They must demand more 
lence of the moral and financial 





responsibility of each and every dealer 


s true at the present time. Not 
re but better dealers must be the 
The manufacturers offered no alibi 


ne maker got a laugh when he said, | 
our only excuse is that if we 


It was created by Consolidated Edison's advertising 


don’t sell ’em somebody else will.” And, 
that was almost exactly the same excuse 
given by the retailers for the large 
trade-in allowance. gut, those manu- 
facturers present asked for help from 
the retailers and pledged themselves to 
make a serious attempt to minimize the 
discount-house dealer. 

A resolution was passed by the mer- 
chandise managers to have Mr Zients’ 
speech mimeographed and sent to the 


entire list of members of the National 
Retail Dry Goods Association. It was 
adopted. 

The meeting was very helpful. Manu- 


facturers and retailers gave to each other 
a picture of the problems and worries 
each has facing it. Mutual understand- 
ing and co-operation have solved many 
bigger problems than those presented 
at the meeting of merchandising men. 
The merchandising managers and re- 
tailers are anxious for a continuation of 
these heart to heart talks with manufac- 
turers and distributors. They have ap- 
pointed a permanent committee to hold 


regular meetings for the discussion of 
the sale of major appliances. Makers 
will be invited to sit-in on these, Mr. 


Bianke of the National Retail Dry Goods 
Association will act as secretary of this 
group. 

Mr. DuBoff whacked the table at one 
P. M. The meeting was over. Ever- 
body hurried down stairs for something 
or other—mostly other. 


NEW DISTRIBUTOR APPOINTMENTS 


Refrigerazor Corp., 
Greenville, Mich.: 
Distributing Co., 


State 
ate 


Milwaukee, 


saybar Electric Co., Los Angeles, 


Kemp Equipment Co., Rochester, 


i 

Midwest Timmermann Co., Daven- 
rt, Ia. 

Sidles Co., Des Moines, Ia. 

Jos. Strauss Co., Inc., Buffalo, N. Y. 
L. C. Wiswell, Chicago, Ill. 

H. H. Basford, San Francisco, Cal. 
Electrical Distributing Co., Portland, 


T 


lenkins Music Co., Atlanta, Ga. 
Krauss Distributors, Inc., Kansas 
ty Mo. 

Morris Distributing Co., Bingham- 


ion, N. ° 
Bendix Home Appliances, Inc., South 


_Bend, Ind. 
Kr h-Radisco Co., Newark, N. J. 


tern Company, Boston, Mass. 


Crosley Corporation, Cincinnati, O. 


in Sales Co., division of Geo. H. 
Co., Boston, Mass. 
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General Electric 
Conn.: 
Virginian Electric Co., 


Co., Bridgeport, 
Charleston, 
W. Va. 
United Cigar-Whelan Corp., New 
York City (heat pads and heat lamps) 
Norge Division, Borg-Warner Corp.; 
3raid Electric Co., Nashville, Tenn. 
Leonard Division, Nash-Kelvinator 
Corp., Detroit, Mich.: 
Harper-Meggee, Inc., Seattle, Wash. 
Edison General Electric Appliance Co., 
Chicago, IIL: 
Graybar Electric Co., 
Graybar Electric Co., 
Minn. 
Fergerson Co., Paducah, Ky. 
Stewart-Warner Corporation, Chicago, 
Ill. 


Cleveland, O. 
Minneapolis, 


3all Store Fixture Co., Dayton, O. 


E. M. Roberts, Jr., Phoenix, Ariz. 
Royal Eastern Electrical Supply 
Co., New York City 


Z.C.M.I. Wholesale 
Salt Lake City, Utah 
Old Dominion, Inc., Toledo, O. 
Behrer-Nason C White Plains, 

NY 


Appliance Co., 
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NEW, Roomy 
Bake-Fast 
Oven 
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SUPERHEAT UNITS AND BAKE- 
FAST OVEN—FASTEST BY TEST 


For the first time on any range—UNIVERSAL’S 
Superheat Units with Mult-I-Heat Control give 101 
different heats for top-of-stove cooking—UNIVER- 
SAL’S Bake Fast Ovens are larger, faster and more 





economical than ever. Add these to its startling new 
beauty and you have a sales making combina- 
tion that’s exclusively UNIVERSAL. 

What's 
backed by a nation-wide advertising and publi- 
city campaign that will invite 30 million families 
to see, test and buy. Wire or write for full details. 


SELL ON PROOF 


Universal’s Stop Watch Test proves new unit 


more, the new Universal models are 


speed ... proves new oven speed, Customers 
convince themselves. 
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IT TAKES 
PAPER —-TYPE— 
AND INK— 
PLUS! 


You may remember Whistler’s classic rejoinder to the 


young lady who asked the great artist what he mixed 





his paints with... 
“With brains!” came the instant reply. 


Good business magazine editing is more than a matter 
of mere news gathering, fact finding and working the 


scissors and pastepot overtime. 


Back of it all, and beyond it all is gray-matter,— mix- 


ing paper, type, ink with ideas — with brains! 


On this premise, McGraw-Hill, the publishers of 


» ELECTRICAL MERCHANDISING « 


have brought together to edit this publication the 





strongest aggregation of editorial talent ever assem- 


bled in the electrical appliance publishing field. | 
| 
| 


Not one of the editorial staff of ELECTRICAL 







Dear Mr. Beard: 


anvitations 


the atten 


me & 
aad interest an 


to thank you for vene various 


MERCHANDISING but has served at least ten years on 
this publication. Not one but has spent most of his 
or her business career in the electrical appliance busi- 
ness. Not one but what is qualified to speak and write 


about it from intimate, personal acquaintance and 
experience. 












APPLIANCE WHOLESALERS 
APPLIANCE DEALERS 
Major Appliances 
Minor Appliances 


Larger Dealers 


Types of Outlets 
Population Groups 
Geographically 





jt/emm 


ours, 
Very truly Y . 
pROCTOR ELECTRIC COMPANY 
/ f. 
Josep wus 


ohn Tiers 
ye aeing Manager 


YOU TO00 
CAN BENEFIT! 


Write for "Electrical Appliance Trade List" 
giving details on selections, counts, prices— 
or ask any representative. 


va Divis ~ 


McGRAW-HILL PUBLISHING CO 


wiw oo * 





— 








No wonder than, that ELectricaL MERCHANDISING 

is the most quoted of all electrical appliance trade 
magazines. No wonder it is preferred by its 30,100 
readers above all publications serving the appliance 
industry. No wonder, too, that advertisers with im- 
portant messages for that industry place their faith, 
and their advertising appropriations in ELECTRICAL | 
MERCHANDISING, year after year. 


ELECTRICAL MERCHANDISING 





A McGRAW-HILL PUBLICATION 


330 W. 42ND ST. NEW YORK, N. Y. 
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For Your 


INFORMATION 


Home Bureau 


J. Lindemann & Hoverson Co., 
Milwaukee, Wis., enjoyed the best 
year since 1930—with the exception of 


19 last year, according to execu- 
tives of the company. Sales were 35 
per cent over those of 1938. A total 
of $120,000 was spent on factory im- 


provements and the company now has 
innual capacity of 30,000 gas and 
electric ranges, 20,000 oil ranges, 
200,000 low-priced oil stoves, 20,000 
medium-priced oil stoves, 10,000 elec- 
tric water heaters and 15,000 oil space 
heaters. A gain of 20 per cent is 
looked for in 1940. 


* * * 


» * 


John L. Ryan, formerly with the 
‘mpire Gas & Electric Co., Auburn, 
\. Y., has gone into business for him 
self and opened a store at 16 State 
St.. to be known as Ryan’s. He has 
won prizes for his work with display 


vindows, the most recent being a 

trip to Bermuda awarded by Edison 

Electric Institute. Good luck, John 
. os 

R. E. Caywood and B. C. Sprague 

of the research department of the 

West Penn Power Company, Pitts- 


burgh, won first prize of $300 in the 
Modern Kitchen Bureau’s 1939 con- 
test for utility executives on a sub 
ject concerned with water heating load 
and rates. Second prize went to Roy 
Thurman of the Indianapolis Power & 


t 


Light Co. 
es * * 


W. E. O’Brien, domestic appliance 
sales manager of Toastmaster, reports 
that 1939 was the best year in the 
history of the company. A big con- 
mer ad program will break this 
spring. 

oe @ 


E. F. Murphy, assistant sales man- 
ager of Graybar New York has been 
named eastern commercial sales man- 
ager of the company. 


* * * 


Nebraska Power hired 15 salesmen 
recently for a 90-day period to tell the 
story of reduced rates. They did a 
good job and when the time came to 
let them go, Mrs. B. E. Marsh, sales 


manager, put a 7Q-inch ad in the 
papers to tell the world how good 
they were. All of them found jobs 
within a week. 
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General Electric’s 
have been telling their “Equipped 
home” story in the metropolitan New 
York territory with good results. 
Latest contract to be closed is with 
Lester & Janos of the West Hemp- 
stead Manor Homes Corp. on Long 
Island. Equipment includes oil burner, 
kitchen cabinets, dishwasher, refriger- 
ator, clock and planned wiring. 


* * x 


Eagle Electric Mfg. Co. of Brook- 
lyn, N. Y., are celebrating their 20th 
anniversary. They occupy seven 
buildings, employ more than 450 
people and make over 1,400 items. 


x * * 


The patent battle on dry shavers which 
has ranged for the past couple of years 
and which is now about settled, has held 
some worries for dealers with stocks 
of shavers covered by the recent consent 
decrees filed in the U. S. district courts. 
They will be safe to sell these shavers 
up until March 31, 1940, according to 
Ralph Cordiner, president of Shick 
Dry Shaver, without damage proceed- 


ings. Brands covered include Pack- 
ard “Lectro-Shaver”, Sears, Roebuck 
“Champion”, Liggett Drug’s ‘“Elec- 
trex”, Walgreen Drug’s “Lockheed”, 
Ingersoll, Jamberger and _ Utility 
shavers. 
* * * 
Chatham Park, one of Chicago’s 


largest apartment house projects with 
554 living units, will have complete 
electric kitchens sold by Frigidaire. 


* * * 


Two Kansas City appliance dealers 
have moved: R. L. Lewis from 4612 
Troost to 47th and Troost and 
Wright-Way from 3841 Broadway to 
3239 Troost. 


* * * 


Since the new Bendix model was 
introduced in the washer field, dealer 
appointments have totalled 369, ac- 
cording to J. S. Sayre, vice president. 


x * * 


The Electrical Appliance Dealers 
Association of Brooklyn has moved to 


1271 Bedford Ave., Brooklyn, accord 
ing to Thomas W. Bolger, executive 
secretary 


Jerry Collins, manager of Frigidaire's New York branch, looks on while P. M. 
Bratten, general sales manager of Frigidaire, goes over the features of the i940 
line, item by item. This is a 'Coldwall" model. 












Tha) 


Snapped at Speed Queen's Convention 





Advertising manager 
Barlow & Seelig (right) discusses 1940 Speed 
Queen advertising plans with "Shot" Geeslin, 
southern Wisconsin and Harold Acton of the 
export branch. 


"Money" 


In Flint, Mich., W. W. Silkworth, 
the Gibson distributor, is proud of the 
fact that the Sunset Village Apart 
ments there will be equipped with 168 
Gibson refrigerators. 


e 6 6 


After ten years at 333 W. 52nd St., 
New York City, the Times Appliance 
Co., Westinghouse distributors, have 
moved to 353 Fourth Avenue. 


* * * 


Sale of 437 eighteen-gallon electric 
water heaters for use in the East Lake 
Housing Project in Chattanooga, Ten 
nessee, is announced by Frank R. 
Kohnstamm, sales manager, Merchan- 
dising Division, Westinghouse Elec- 
tric and Manufacturing Company. The 
heaters have been especially designed 
for the housine development, which 
comprises 437 dwelling units. 


* * * 


Although Lyon & Healy, world’s 
largest music store, has for years 
been known for its large phonograph 
record department, nevertheless a 
burst of prosperity during the last 
year has encouraged the firm to make 
it still bigger. Some 43 audition 
rooms have been outfitted. They are 
air conditioned and include 19 head 
phone sets making it possible for 62 
persons to listen to records simul 
taneously. 

x * * 

“Virtue” 

other words 


which in 
used 


merchandise, 
slightly 


are ap- 
pliances and those that have been 
rebuilt, will be featured in the new 
branch appliance store of the L. S. 


Toussaint of 





Right to left: R. |. Petrie, Speed 
Queen president; Simon Schroe- 


and Clem 
go into a 
1940 models. 


der, chief engineer 
Thelander, designer, 
huddle over the 





Speed washer 


Queen 


Some 
models are larger this year. Here, 
L. W. Ryder, sales manager shows 


a 1940 model alongside last 
year's. 
Ayres department store in Indian- 


apolis at 420 North Capitol Street. 
This store will be open every evening 
until 9 o’clock. The branch store 


| will also carry two complete lines of 


} new 


merchandise, the same brands as 
| at the main headquarters. 
eS 
In Chicago the Amber Furniture 


Company dates back to 1872. It was 
news, therefore, when it was an- 
| nounced that Max P. Masser had 
| been made a partner in the family- 


owned concern. Mr. Masser was once 
with Wieboldts in Chicago 


E. G. Biechler, president, Frigidaire Division, General Motors, Ray Fox of GMAC, 
Carl Copp, Frigidaire vice president and Lee A. Clarke, in charge of advertising 


and sales promotion, gathered together at the range exhibit. 
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NEW ELECTRIC RANGES 


Are Setting New Records for Performance 


Cavalier Electric 


troduced in 1938, by a company 
then 73 years old, came into their 


own as dea 


showrooms in January. 


mond Jubilee ra 


Ranges, first in- Among the scores of power com- 
panies which have tested and ap- 
proved Cavalier Ranges, four wide- 
lers crowded the 
The Dia- 
nge will be the 


ly separate ones said: “It is the 


most efficient electric range we 


have ever seen or tested.” 


hit of 1940 on your floor. 





DISPLAY 
ROOMS: 


NEW YORK 


206 Lexington 


Ave 


CHIC 
666 Lake 
Shore 
(Also Burns 
Wholesale 
Furniture Co. 
340 W. Obio 
Street) 


AGO 


Drive 


SAN 
FRANCISCO 
Frank L. 
Robinson 
Western Furni- 
tHre 

and 


Exchange 
Merchandise 


Mart 
















Features of Cavalier’s 
75th ANNIVERSARY RANGE 


@ America’s best insu- 


@ Backed by complete 


lated range. merchandising program. 


@ Multi-Heat Selector, on 
top model. 


@ Sizes for every family 


and every purse. 


@ Strong, durable parts, @ Dealerships and dis- 
tributorships still open in 


many important areas. 


and finest construction 


throughout. 








Cavalier CORPORATION 


CHAT 
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FOR A BIG YEAR CHOOSE ( aya/‘vr 


TANOOGA 7 . e TENNESSEE 


Range Advertising .. . 





Modern Kitchen Bureau's electric range Advertising Committee Chairman Art 
Grove of Hotpoint previews the display pieces of the 1940 electric range cam- 
paign with Committee members Roger Bolin of Westinghouse and Walter Rowe 


of Estate Stove. 


A contract to supply 1,380 electric 
household refrigerators for  installa- 
tion in the Memphis Federal Housing 
project, Memphis, Tenn., has_ been 
awarded the Stewart-Warner Corpo- 
ration, according to an announcement 
by Frank A. Hiter, vice president and 
general sales manager for the Stewart- 
Warner Corporation. Bids were eval- 
uated on a basis of base unit cost, 
plus guaranteed maximum operating 
costs over a ten year period. 


* - * 


Proctor Electric Company of Phil- 
adelphia has moved its Chicago office 
to a new and improved location at 
Room 14-104 Merchandise Mart, 222 
W. North Bank Drive. W. Trittipo 
is in charge. A complete display of 
the Proctor Line of electric appliances 
is shown. 


~ * x 


The 1940 annual meeting of the 
Stoker Manufacturers Association will 
be held at the Homestead Hotel, Hot 
Springs, Virginia, on June 6 and 7, 
E. C. Sammons, president of the Asso- 
ciation, announced recently. 


* * * 


Featuring a six color window banner the display material gains 
added punch with six counter cards featuring the “use value of electric ranges 
and a jumbo enlargement of the two color Saturday Evening Post advertisement. 


Final reports on National Furniture . 


Week, made by S. 


retary, announce 


H. Cady, Jr., sec- 
that 3,500 stores 


. . « Not to Mention Water Heaters 


& bi ; 
Y 


Tass. BECTRIC WATER HEATERS 22 


} 


Duck Soup! 
Heaters. 


FEBRUARY, 


4 
r} 


~ 





Amused and enthused, Bruce Fleming, N.E.M.A. Secretary, and 
Harold Martin, Manager of The Modern Kitchen Bureau, heartily second the 
motion as Donald Duck, Esq., promises to perk up 1940 sales of Electric Wate: 





participated in this promotion, & 
of them using the special window 
floor display material prepared 
national headquarters. Of these store: 
69 per cent obtained an increase 
business over the same period a \ 
ago, 17 per cent reported no chang 
and 17 per cent suffered a decreas 
Some 76 per cent asked that Natior 
Furniture Week be continued. 


* * * 


expanding the largest 
project of its kind 
record, 300 more “tailor-made” r 
conditioners have been ordered 
cently by the Charles G. Heyne | 


Further 
conditioning 


Houston, to supplement the origina 
purchase of 1650 units for air « 
ditioning three large Texas of 
buildings—the Fair Building, 


Worth, and the Gulf and Chamber 
Commerce Buildings in Houston 
1950 new units specially designed 
General Electric in co-operation wt 
Kribs and Landauer, prominent Dallas 
consulting engineers, will operate fr 
a central plant system servicing ea 
of the three buildings, with eit 
cold or hot water passing throug 
the same coils to produce the refri 


erating effect or the heat. The actu 
dispensing of the conditioned ait 
done by the units in the individ 
rooms. 
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NEW BOOKLETS ISSUED 


APEX 


packed full of 
about washers and 


booklet informa- 
t their use has 
recently come off the press and bears 
t Apex imprint. Designed to tell 
the story of the new Apex “Speed- 
1 washer, it has pictures and 
diagrams and proof of the manufac- 
turers claims of superior washing 


ac yn. 


EMERSON 
Mfg. 


[The Emerson Electric Ca. 
St. Louis, has issued a_ four-page 
mailing folder (X-3558) picturing and 
briefly describing their complete line 
of stock motors, 5 HP and smaller. 


EDISON ELECTRIC INSTITUTE 


Modernization of commercial build- 
ngs should gain new impetus as a 
result of a recent study by the Wiring 
Committee of the Edison Electric In- 
stitute, 420 Lexington Ave., New York 
City, which EEI is releasing in book- 
let form. It is entitled “Commercial 
an Industrial Suilding Rewiring 
Market” and describes methods and 
materials which greatly simplify re- 
wiring operations at an appreciable 
reduction in cost. 


ACME ELECTRIC HEATING 


The new 1940 catalog of the Acme 

Electric Heating Co., 1217 Washing- 

St., Boston, Mass., has just come 

ff the press, revised and re-written. 
Ask for catalog E-—40. 


ROCKBESTOS PRODUCTS 


\ complete description of Rock- 
permanently insulated electric 
range and appliance lead wires is con- 
tained in the new Bulletin No. 64 of 
the Rockbestos Products Corp., New 


estos 


Haven, Conn. The booklet is full 
~ important information on the sub- 
ject and contains many tables and 


e 
diagrams. 


CONN. TEL. & ELECTRIC CORP. 


A new catalog of Connecticut apart- 
ment house telephone systems has 
been released by the Connecticut Tele- 
phone & Electric Corp., Meriden, 
Conn. The catalog covers the com- 
plete range of equipment—vestibule 
boxes, button directories and phones, 
suite phones, tradesmen’s phones, 
switchboards, door-openers and instal- 


ti 


ion equipment. 


GENERAL ELECTRIC RANGES 


“Enjoy Cooking Electrically” is the 
title of the catalog recently issued to 
lescribe the complete line of G-E 
electric ranges. Pictures of all the 
models and special features are in- 

together with descriptions of 


cluded 
every unit in the line. 


CHROMOLOX 


The new Chromolox electric range 
ale, ’ 
elements come in for more than an or- 


dinary share of attention in the new 
ilustrated catalog which the Edwin 
L. Wiegand Company, 7500 Thomas 
Bilvd., Pittsburgh, Pa., have just 
issued. It is called appropriately 
“How to Sell More Electric Ranges” 
ani takes you through the entire 


ess of various types of cooking; 
t competitive fuels; of heat transfer 
and ends up with a thorough descrip- 
ton of the Chromolox type of elec- 


tr range cookery. Here is a book 
every range salesman—and espe- 
for those interested in electric 
Tfanve element replacement business. 
EL 


ECTRICAL MERCHANDISING—FEBRUARY, 


GIBSON 


The Gibson Electric 
Corp., Greenville, Mich., have issued 
a catalog on their 1940 “Kookall” 
electric ranges which is illustrated in 
color and contains complete descrip- 
tions of the various models and fea- 
tures to be found in their line. Dimen- 
sions are given in every instance. And 
to make the sales job easier, they 
have also brought out a spiral-bound 
book designed to be given to every 
purchaser (or prospective purchaser) 
of Gibson ranges. It is a combina- 
tion receipe and instruction book on 
the art of electric cookery. One of 
the finest jobs of its kind to appear 
in the electrical industry, the Gibson 
instruction book really gives’ the 
housewife a kind of course in meats, 
vegetables and other foods; tells her 


Refrigerator 


how to cook them; brings in the 
features of the range she should use 
when cooking; and ends up with 


recipes to help her plan meals. 


GENERAL ELECTRIC 


The General Electric Company have 
produced so many motion pictures on 
various phases of the electrical in- 
dustry—from transmission and gener- 


ating equipment to household ap- 

pliances—that a new catalog of all 

they have to offer has been issued. 
Ask for Bulletin GES-402F. 
BLACK & DECKER 

The Black & Decker Mfg. Co., 


Towson, Md., has just issued its 1940 
catalog which covers completely the 
entire line of portable electric tools. 
Particular attention is called to two 
new drills—the } 

4 in. Junior—both 
new booklet. 


described in the 


WILBUR B. DRIVER 


“Resistance Hand Book” just pub- 
lished by the Wilbur B. Driver Co., of 
Newark, N. J. is one of the most 
complete and authoritative booklets 
on the subject that have come to our 
attention. Bound in leather and pro- 
fusely illustrated with both photo- 
graphs and diagrams, the book covers 
the whole subject of resistance wire, 
heating elements, alloys, temperature 
conversion tables and the like in 
handy, easily-filed reference form. 


LANDERS, FRARY & CLARK 


A new  booklet—“Universal 1940” 
describes and illustrates the 1940 line of 
electric ranges manufactured by Landers, 
Frary & Clark, New Britain, Conn. 
The new Mercury models are all illus- 
trated and features and described which, 
the manufacturer claims, cannot be found 
on any other range 


DRIVER-HARRIS COMPANY 


The Driver-Harris Company of Harri- 
son, N. J., manufacturers of nickel- 
chromium resistance alloys for electric 
heating devices under the trade-name 
“Nichrome” have issued their 1940 cata- 
log which is identified as the R-40 Data 
Book on Electrical Heat and Corrosion 
Resisting Alloys. The book contains a 
wealth of information and is replete with 
conversion table charts, illustrations and 
other up-to-the minute engineering 
material. 


WESTINGHOUSE 


“Farm Help From the High Line” is 
the title of a new booklet issued by the 
Westinghouse Electric & Manufacturing 
Company as the main point of a dealer 
program pointed toward the huge farm 
market. 


1940 


in. Junior and the - 


OW we've doubled the selling ap- 
N peal of Big Ben Electric— added 
a stunning new model in ivory finish 
with gold color trim to the popular 
black and nickel model! This gives 
your customers a choice of finishes— 
and doubles the sales potential of this 
fast selling alarm. 

Big Ben Electric is self-starting. 
Beautifully streamlined. Has current 
interruption signal. Two-voice gong 
alarm for light and heavy sleepers, 
“first he whispers, then he shouts.” 
No other alarm clock in the world 
has the background, the name, the ac- 
ceptance that Big Ben enjoys. Don’t 


MANOR self-starting electric 
wall clock. Manor comes in a 
choice of four handsome color 
combinations. Retails at $3.95, 


WESTCLO 


BACHELOR self-starting elec- 
tric alarm. Blue or black finish, 
plain dial, retails at $3.95; ivory 


finish, luminous dial . . 


clocks, wrist and pocket watches . . 


TING 


F _STAR 
— 
yvory fi 


pish 


more 
inous, @ dollar 
Lu mum 





fail to stock this sensational electric! 

Big Ben Electric is the leader of a 
full line of fine Westclox electrics— 
time clocks, alarm clocks, wall clocks 
—retailing at from $2.50 to $6.95. 
Some are self-starting, others manual 
starting. Some have plain dials, others 
luminous. Order from your wholesaler. 





New Display FREE. Write for attrac- 
tive new electric clock display piece. 
Provides for two electrics in addition 
to Big Ben Electric. Display sent to 
you free, prepaid. Westclox, La Salle- 
Peru, Illinois. Division of General 


Time Instruments Corporation. 





ANDOVER electric time clock. 
A beautiful clock of fine qual- 
ity strikingly designed in glass 


. $4.95. with nickel trim. Retails at$4.95. 


Makers of Big Ben and his family of spring-wound clocks, electric 


. priced from $1.25 to $6.95. 
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NEWS FLASHES 











The Western Montana Electric 
Company of Missoula now operat 
ot er hitting is a background ft 
t ip] ince dis ivs 

> > > 

‘ , 1 ale - - Salt T i} 
is E. ] I e Ellis Appliance 
Company, ened a_ stort 
wit i c Kelv nat 
vans ; refrigerators ai Ben 
h indry equipment 

* * . 

| Vl " N wes 
c ( ‘ 

p K i in eit 
trica epa Li Ha 
te 

H. H. Hamm, H 
4 ~ t Angele i 
tha 1 his owt 
G ler t ¢ 
Re 4 >) y € ( i 

* > > 

\ Blitzkrieg t Liberate Lau 
dra i Idaho wher« 
a sé eek ve i been started 
to 70 sa S00 electr 
ironers throug dealers and power 
c il ( i Mass flo lis 
pla ndow set-ups are 
pla " Inning wa Q 4 
cl way evel be ( 
el i c sible Ho e st ce 
gir e ft Strate lectr was 
ing gz t ig it the can 
paig ( VS ant fi rs 
ot a tore 

* * * 

Ar eat tt ed ) 
it i with f egs 
and a ted by a cut out 
ot Kilowatt made an attractive 
wi w display for e Lewiston office 
of the Washington Water Power Com 
pany ater ater ampaign not 
so long ag \ electric cord fu 
n d the ) unk i gr 1 t la 
x ¢ I i il llent ta | € 
Sig it UT i Entr Redd 
ul Hot Wat 

= > = 

i tment I Sa Dieg 
is I tf istomers of that ity 
making use of the San Diego Con- 
solidated Gas & Electric Company’s 
standing offer to make a free lighting 
surve f ar premises desired lhe 
su they want ade are in alleged 
dive \ the ce squad is raiding 
on e ba f t rdinance which 
require lequate lighting in all places 

. > > 

kR } ave heer al 
nou ) the Portland Gen 
eral Ele Cor il ind the North 
wester Electr ( an both of 
wl have file vy schedules with 
the Public Utilities (¢ nmiss tor 
UOregor I ‘ domest rat ire 
said to save istomers from 9 to 30 
per cent, tot savings for r ntial 
customer t the t ! i yeing 
$700,000 | new residence schedule 
start it 5 tor 50 kw drop 
to 2.6 l.6c., le and .7¢ Minimum 
bills are redu tr $1 ft $.85 
( gainer V WV ise < t 
ers t the ) 40) O00 W W 
re ‘ fror Zi t UV pe cent cu 
Filing of tl é f wed sig 
ing ofa ¢ tract 1 eville wer 
by the I tland General Ele r 
( | if 


f Provo, Utah, 


On D 4. the ty « 
irrange ents to take over 
é cal distributing system of the 
Utah Power and Light Company, 
se tra se to serve the city was 
not renewed at the election held 
Nov. 7 
* * * 
In spite of the fact that 16,000 elec 
ric ranges have been sold during the 
past 14 years to customers in the terri 


tory of the Inland Empire Electrical 
Equipment Association, centering in 
I ‘asl there is no decrease 
the market, according to a recent 
y made for that organization 
3} figures showed 5,000 ranges in 
nd 30,000 electric customers with 


In 


Vash., 


“pokane 





ou electric cooking equipment. 
1937, the last year fo which complete 
figures were available there were 
1,000 ranges 1 service and 44,000 
lectric customers still using other 
fuels than electricity for cooking 
Other survey figures tor the first nine 
onths of 1939 showed a definite 
increase in sale of electric equipment 
ver the previous year. This amounted 
to 300 per cent for air conditioning 
nits, 40 per cent for ventilating sys 
ems, 35 per cent for radio sales, 28 

er cent for electric water heaters, 20 
per cent for ranges, 16 per cent for 
roasters, and 11 per cent for refriger 
itors and washers 

. > * 

The O. S. Staplet Company of 
Phoenix, Arizona, presented each pur 
haser of a Westinghouse electric 
roaster from November 23 to Decem- 
ber 23 with a 10-12 lb. turkey. Price 

roaster and stand was advertised 
is $29.95 \ similar offer was made 
it Thanksgiving time by the Ever 
hot Roaster distributors through all 
dealers handling this equipment, the 
premiums continuing through Decem 
ber 23 Distribution was made by 
eans of free coupon, good at Safe 
vay stores. Goldwaters added a pound 

f coffee to the order and started off 

ampaign with an all-day demon 

tration erving a cup of coftee and a 
slice or Everhot cooked turkey to 
ll ers Other dealers announced 
special inducements of terms and low 
down pa ents 

> > > 

Uw g to the fact that all dealers 
ire not in agreement on the scale of 
rade-in allowances published in the 
little red handbook which was issued 
ast year in Vancouver, B. C., this 
section of the B. C. Electric Com- 


pany’s dealer cooperative plan has beet 


celed for 1940 
* * > 
Cazin and Houtz of Evanston 
Wyoming have recently moved into 
new modern quarters on Main Street 
Gerald Cazin and Max Houtz are 
proprietors of this firm which ha 
grown to its present importance fro! 
its establishment I 1935 
7 > * 


The Reliance Electric Company of 


Tacoma, specializing in specially de 
signed and made-to-order fixtures, an 
nounces that it has moved to new and 
larger quarters on Commerce St 
= > * 
Most important change in_ the 


British Columbia Electric Company’s 
yperative plan for 1940 in 
volves the payment of an advertising 

nus for all range and refrigerator 


all 
Hitherto these were paid in 


dealer co 


sales 


| 
| 


| 


| 








cash on receipt of the dealer’s monthly 
report, 7 
retrigerator 
the setting up of an advertising allow- 


ane 


his sales, which may be drawn against 


on showing proof of actual advertising false economy, while the “cops 

f ranges, water heaters or refriger course, consist of the better light 

ators in newspaper display ads, bill- | equipment which is to replace ina 

boards, radio, car cards or theater quate lamps. The campaign is tor 

creen ads. After verification of the | from January 2 to February 24 

amount spent, the utility will pay the 

total cost up to the amount standing * * * 

to the dealer's credit in his adver 

tising account. Frigidaire’s $129.75 special refriget 
a ator was featured by the Seattle City 


Two new campaigns are under way “See it now—at any Frigidaire dealet 
in the territory of the Idaho Power | or any City Light store,” ran thet 
Company. The first is a continuation | ads. A Christmas special by the de 
of the lighting campaign of the pre partment was a Frigidaire range # 
Christmas period, under the new title | $139.50, “only 90 offered”. 1907 
of “Cops and Robbers”. Emphasis | ranges, demonstrators and models 
is on raising lighting levels, particu- went in a “Big January Clearat 
larly in low-use homes. With this Sale’, some of them as low as $6".9” 








All Smiles at Westinghouse Preview 





Vernon E. "Sam" Vining in charge of department store sales for Westing- 
house, Kathleen Robertson, household appliance editor of McCall's maga- 
zine, and Irving W. Clark, electric kitchen head for Westinghouse, in a 


jolly mood at a recent New York preview of the 1940 line. 


e 


Hendley Blackmon, Westinghouse public relations expert, goes over the new 
electric dishwasher with Katherine Fisher, director of the Good Housekeeping 
Institute. 


Julia Kiene, director of home economics activities for Westinghouse, got a lot 


of the 
qualifi 


Will Russell, chief engineer of Westinghouse merchandise division at Mansfield. 


$5 


for 


| | 





PR yp PO > Ah Pes 





visitors to making Welsh rarebit on the electric range and then promptly 
ed them as "Tuff Guys"—the Westinghouse male cooks’ club. At right is 


in mind, special attention is b 
given to adapters and also to sales 
discontinued models and display lamp: 
at reduced prices. “Robbers” in t! 
campaign include poor eyesight, 
strain, unattractive rooms, nerves 


for a range and $2 for a 
The new policy involves 


of 


each dealer on the basis 


4 


Light in 


first-of-the-year advertisin 
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WITH THE ANNOUNCEMENT OF PRICE REDUC- 
TIONS UP TO $60 ON THE FINEST LINE OF 
REFRIGERATORS IN LEONARD’S 59 YEARS. 








‘ ETAILERS all over the country have been quick to 

$ approve Leonard’s new Refrigerators and Pro- 

gram for 1940. They realize that Leonard has given 

them the products and prices to do a volume business 

a at a profit. Briefly—here’s Leonard’s 1940 program. . . 

To help you meet low-price competition—we cut 

a retail prices up to $60, without sacrificing your margins. 

. To help you cash in on the rapidly growing replace- 

ment market and the vast number of low-income buyers 

—Leonard concentrated production ona smaller quality 

——~ line... featuring big 6 and 8 cubic-foot models. And 
ed here’s what it means to you! 

With Leonard’s lower prices, you no longer have to 
sacrifice 10% to 20% of gross to meet price com- 
petition. Leonard's new low prices extend over the 

é entire line and enable you to “step-up” to higher 
priced models with more dollar profit. 

Leonard’s price reductions mean larger volume and 
larger profits. It puts quality models within reach of 
the low-income market. And it also opens the door 
to the replacement markets with the new Hi-Humid 
models. 

In spite of lower prices, these cabinets are the finest 
in 59 years of Leonard’s high-grade manufacturing. 
Every model has the Silent Glacier sealed unit that is 
outstanding inthe industry for service-free performance. 

ot Begin with Leonard’s brand-new 1940 LSS-6—a full 
6% cubic-foot capacity refrigerator for only $119.95* 
...and go on up to the Leonard LHD-8 with its Hi- 
Humid adh alhe Get system, and 8 cubic-foot capac- 
ity, retailing at $239.95*. All along the line, these 
refrigerators have conveniences never before offered 


at these prices! G 1940 LEONARD GIVES YOU ALL THIS ®« Fine Permalain 


oe Look at Leonard’s new program from any angle tee cabinet finish e Porcelain-on-steel cabinet lining « Full 6% cubic- 
, The prices are right—the product is right. Promotion 








. A te 
“€ and advertising will reach into every home .. . so that eg foot size « 11” square feet of roomy shelving ¢ 84 big ice cubes 
~~ . every potential customer will 4now they’re right. —9 ibs. ¢ Embossed Freezer Door ¢ Silent * 
Ds Come along with vary ae “teobe — t — “4 Glacier sealed unit—requires no oiling. $ 95 
c . > ‘ . - M 7 
cas l 940! See your Leonard distri utor or factory branch, Automatic light. Len-A-Latch Door Han- 
ina or wire Leonard Division, Nash-Kelvinator Corpora- : ’ 
tor tion, Detroit, Michigan. dle. 5-Year Protection Plane Price. . . 
4 
* Prices suggested are for delivery in the Kitchen with $ Year Protection Plan. 
State and local taxes are extra. Prices are slightly higher west of the Rockies. 
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FOR 
TELECHRON 
DEALERS 








FEATURE 








THE SILENT SALESMAN 
COUNTER AND WINDOW DISPLAY 


A 


@ This display is made 














of wood and “Randa- 
lite," finely finished, a 
permanent feature for 
your Telechron coun- 
ter. It makes people 


stop, look and buy. 






. «» This offer expires 
March 30th, so see 
your Telechron Clock 
Distributor— TODAY. 


FREE to you during February and 
March with your order of eight or 
more alarm clocks and kitchen 
clocks —any styles you select. 


@ This event will be nationally 
advertised in The Saturday 


Evening Post of February 24. 


A special display card will be 
available. Play up this un- 
usual value—make those extra 
sales—take those extra profits! 


(Full information on request.) 


Your customers know that "Telechron” means smart design, 
accuracy, reliability, good value. Bank on the best known name in electric 
clocks to keep business up and coming all year. Be sure you show a 
sufficient range of popular models and be sure shoppers see them — that's 
THE way to more sales, more profits. 


Telechron 


Reg. U. 8. Pat. Off. 


SELF-STARTING ELECTRIC CLOCKS 
WARREN TELECHRON COMPANY, I/0 MAIN ST., ASHLAND, MASSACHUSETTS 
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Wars Are Won 
By Privates 


oom CONTINUED FROM PAGE 25 





whole kitchen over and who has been 
very nearly persuaded to make it 
completely electric. “How much will 
it cost?” you ask at the crucial point. 
“Well, now,” answers the usual elec- 


| trical appliance salesman, “I can give 


you the price of the electric refriger- 
ator. The range and the water heater, 
of course, will depend on how much 
the wiring and installation come to. 


| As for the dishwasher and disposal, 


you'll have to consult the plumber and 
the tile man. And then, of course, 
there'll be a little carpentry work 
and a few touches of paint. If you 
think of fixing up the rest of the 
kitchen to make it equally modern, 
there will be cabinet work and 
linoleum and several convenience out- 
lets and the lighting and the paint job. 
[ really couldn’t say just what it will 
cost. You'll have to get estimates 
from about a dozen firms. But I 
think you'd make no mistake if you 


| bought it.” 


| sell a lot of kitchens, too—not. 
| a customer who is 


he sells her just that, complete. 


Nice isn’t it? Likely to 
Gray 
Minor doesn’t do it that way. Finding 
interested in a 
genuine remodeling job on her kitchen, 
He 
calls it a “key kitchen.” That is, he 
does the figuring, consults the 
plumber, the linoleum man and the 
cabinet maker and quotes the figure. 
And then he supervises the job until 
it is done, turning over the key when 
it is complete. Neat and simple, and 


system, 


| eminently satisfactory to the customer. 





| it means the loss of a sale. 
| several such jobs to his credit. 


There not many situations 
where this type of service is asked for 
—and it is too complicated for him 
to desire particularly to build up a 
clientele trained to ask for a complete 
kitchen, but the point is, he is pre- 
pared to do just this when not to do 
He has 


are 





In most instances, however, he pre- | 


fers to tie in with kitchen cabinet and 
similar firms who make a practice of 
selling “installed kitchens.” These 
manufacturers keep a corps of sales- 
men in the field at all times and by 
keeping in close touch with them and 
exchanging tips from time to time, 
he finds that he makes many desirable 
contacts. 


Meets the Architects 


Also, he likes to keep in touch with 
the architects who are active in the 
home building field in his district. 
Any architect will welcome a friendly 


| call from a man of some official stand- 


| can be trusted. 





ing—and will pass over jobs to the 
man who has demonstrated that he 
It is not uncommon 
practice for architects to turn over 
the kitchen of a house to some firm 
for planning. Minor keeps in regular 
touch with five or six architects, drop- 
ping in occasionally to let them know 
or some new service or appliance 
which is available, or just for a 
friendly chat. Such contacts lead to 
sales. 

















Are 
Attic Fans 
PROFITABLE? 





Buffalo dealers say “YES”! 


It’s significant — Buffalo 
BREEZ-AIR dealers seem 
to be well satisfied with 
their BREEZ-AIR 
Fans are not cheap— in fact, 
they cost more than many 


line. 


other fans on the market. 
They ARE built, however, 
to give CUSTOMER satis- 
faction—they handle their 
RATED CAPACITY—they 
are QUIET, and _ require 


practically no servicing. 


If you want to sell a line of 
attic fans with real profit 
possibilities, with an exclu- 
sive protected territory— 
write for details. 


BUFFALO FORGE COMPANY 


205 Mortimer St#., Buffalo, N. Y. 


Canadian Blower & Forge Co., Ltd., 
Kitchener, Ont. 


Sell the Fan 


with no headaches-— 
99 







o* 


BREEZ-AIR 











Attic Fan | 
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Crosley 


aymond C, Cosgrove, long asso- 
d with The Westinghouse Elec- 
and Manufacturing Company of 
sburgh, has become a vice presi- 
t of The Crosley Corporation, Cin- 
ati, and general manager of the 
iufacturing Division, it is an- 
need by Powel Crosley, Jr., presi- 
of The Crosley Corporation. 


RAYMOND C. COSGROVE 


Mr. Crosley remains active in his 
direction of the general policies of the 
Corporation, and Lewis M. Crosley, 
brother of the president and 
active in the management of the Cor- 
poration, continues as executive vice 
president. 

Mr. Cosgrove, widely 
electrical field in manufacture 
sales, will in his new 
direct charge of the engineering, pro- 
duction, distribution and sale of Shel- 
vador refrigerators, radios, 
and gas ranges, washing machines 
and ironers and the new Crosley auto- 
mobile. 

Mr. Cosgrove comes to The Crosley 
Corporation equipped with a varied 
one in the manufacturing 
field. 


After being educated in the high | 


school at Bridgeport, Conn., he was 
graduated from the Carnegie Institute 
of Technology. He specialized in com- 
mercial engineering combined with 
mechanical and electrical engineering. 

In 1919, he obtained his first posi- 


tion with Westinghouse at East Pitts- | 


burgh. He became manager of the 
Farm Light Division in 1921. He 
moved to Mansfield, Ohio, in 1930, 
when he became manager of 


Electrification Sales, selling commer- 


cial refrigerators and air-conditioning 


and in addition at one time had charge 
of sales promotion of all 
house Home Appliances. In 
became manager of the Refrigerator 
Department. Recently he has held 
the position of assistant sales man- 
ager of the Merchandising Division of 
Westinghouse. 


Stewart-Warner 


T. Sullivan, secretary and treas- 
urer, and vice president of the Stew- 
art-Warner Corporation, has tendered 
his resignation to the board of direc- 
tors as secretary and treasurer, James 
S. Knowlson, board chairman and 
Pres ident, announces. III health and 
a desire to devote more time to other 
interests were the reasons given for 
the resignation. Mr. Sullivan will con- 
nue in his present capacity as a 
vice president and director. 

FE. H. Farrell, present Stewart- 
Warner controller was elected treas- 
by the board of directors after 
Su had regretfully accepted Mr. 

ivan’s resignation from the office 

‘ecretary and treasurer. Lynn A. 
Williams, Jr., assistant secretary for 

last several years, was elected 
Secretary. 
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New Dasiions of the Monde — 





G-E Water Heaters and Ranges 


The appointment of Elmer C. 
as sales manager of General 
ranges, and that of Ray Rich as sales 
manager of G-E water heaters, has been 
announced by J. R. Poteat, manager of 
the company’s water-heater-range section 
at Bridgeport, Conn. 


Dvorak 
Electric 


ELMER C. DVORAK 


Dvorak, a native 
been district representative for G-E 
ranges and water heaters for Ohio, Mich- 
igan, Kentucky, and Indiana since 1937, 
and is the originator of several highly 
successful range presentations, among 
them the “clean Calrod” story and the 
“penny-a-meal” sales story. He attended 
Case School of Applied Science, Cleve- 
land, and Ohio University, and 
the Retail Food Co., Cleveland, 
His association with General Electric 
began the following year, in the adver- 
tising and sales promotion section, and 
he was transferred to range and water 
heater activities in 1937. 


» CAN 


RAY RICH 


Rich has been charged with the re- 
sponsibility of promoting water heater 
sales, and particularly the small “Rocket” 
water heater, since 1938, when he was 
recalled to headquarters from the Pa- 
cific Coast where he had been district 
range-water heater specialist. Rich 
joined the G-E student engineering 
course in 1933, later going to the per- 
sonnel section. He became connected 
with appliance sales in 1936, and was 
shortly afterward transferred to the Pa- 
cific Coast. 


Proctor 


James M. D. Worrall, eastern sales 
manager of the Proctor Electric Com- 
pany, has resigned from that position 
effective January Ist, 1940 to join 
the Longines-Wittnauer Watch Com- 
pany in a sales capacity. Mr. Worrall 
has been associated with the Proctor 
Electric Company for the past six 
years. 


1940 





of Cleveland, has | 


joined | 
in 1933.. 





Victor Electric Products 


C. L. Harrison, President of Victor 
Electric Products Inc., Cincinnati, 
Ohio, has announced that Edward K. 
Poor, Jr., has assumed the duties of 
general sales manager for the Victor 
company effective January Ist. 


EDWARD K. POOR, JR. 


Mr. Poor will be in complete charge 
of merchandising and sales for Victor 
circulating fans, In-Bilt ventilators, 
exhaust fans and heat boosters, and 
the new Victor ironing machine. 


Belden 


The appointment of Les A. Thayer 
as manager, Merchandise Sales, has 
just been announced by H. W. 
Clough, general sales manager of Bel- 
den Manufacturing Company, Chicago. 


LES A. THAYER 


Belden 
manufactur- 


In 1930, after the customary 
training in the company’s 


ing and service departments in Chi- | 


cago and Richmond, Ind., Mr. Thayer 
became Belden sales representative in 
Texas. From here he worked his way 
up North, as it were, moving from 
Houston to Dallas and then to Kansas 
City when he became Belden district 
manager for the Southwest. Chicago, 
of course, will be his new head- 
quarters 

In his new capacity, 
tive in the promotion of all Belden 
merchandise lines, including automo- 
tive wires and cables, radio wires and 
antenna equipment, magnet wire for 
the motor maintenance trade, and 
Belden replacement electrical cords. 


he will be ac- 


Airtemp 


Appointment of Earl Marr, widely 
known throughout the heating indus- 
try and veteran official of the Oil 











Burner Institute, as sales manager of 
Heating for Airtemp Division of 
Chrysler Corp., was announced here 
recently by A. C. Downey, president. 

“In establishing a separate organ- 
ization for heating,” Mr. Downey an- 
nounced, “we recognize the need for a 
more rapid expansion due to the im- 
proved business outlook, a steadily- 
increasing demand for a complete line 
of heating equipment such as we 
manufacture, plus a greatly-enlarged 
potential for next year.” 


EARL MARR 


In joining Airtemp, Mr. Marr brings 
to the organization some 17 years of 
the broadest kind of automatic heat- 
ing experience, covering every phase 
of manufacturing, selling, and mer- 
chandising. 


Dominion 


The rapid growth and development of 
the Dominion Electrical Manufacturing, 
Inc., Mansfield, Ohio, have made it neces- 
sary for them to make certain plans to 
take care of their increasing business. 
Ben Shaffer and Nathan Lifson, owners 
of the Company, have made the follow- 
ing announcement. 

As of January Ist, Charles L. Martin 
will assume the duties of sales manager, 
and M. V. Rutherford who has been 
for the last fourteen years affiliated 
with the company will be sales promo- 
tion and advertising manager. Mr. Mar- 
tin has for the past ten years been con- 
nected with the Samson-United Corpo- 
ration. 


Electromaster 


Announcement is made by R. B. 
Marshall, president of Electromaster, 
Incorporated of Detroit, that at a re- 
cént meeting of the Board of Direc- 
tors, Gerald Hulett was elected vice- 
president in charge of sales. 

Mr. Hulett previously had occupied 
the position of general sales manager 
in charge of the marketing of the 
company’s line of electric ranges, 
electric water heaters, electric tea- 
kettles and Electro-Pails. 

He will be in charge of all the sales 
and advertising activity effective as of 
January Ist. 


G-E Air Conditioning 


Ray Horan, who has had more than 
20 years of varied consumer and in- 
dustrial selling experience, has been 
appointed in charge of distributor and 
dealer sales training operations for 
the air conditioning and commercial 
refrigeration department of the Gen- 
eral Electric Co., Bloomfield, N. J., 
according to a recent announcement 
by Glenn Gundell, manager of adver- 
tising and sales promotion. 


Proctor 


The Proctor Electric Company of 
Philadelphia announces that S. R. 
Levaur, who was formerly connected 
with the Graybar Electric Company 
in Boston in the capacity of sales 
executive, has been appointed district 
manager in New Jersey and Eastern 
New York State. 
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THE MOTORS WITH THE TRADE-MARK MILLIONS KNOW 





















LOOK, 
MISS SPENCER, OUR 
FANS HAVE THAT 
WAKE ON THEM TOO! 


ON ANY APPLIANCE 
—A GUARANTEE OF 


yond 


Westinghouse motors on the appliances you sell mean 
electrical dependability—to you, and to your customers. 
The name that appears on the biggest generators in the 
world—on all types of electrical equipment—on motors 
for millions of electrical appliances—makes selling easier, 
profits more certain. 

Why not gear the added horsepower of Westinghouse 
sales advantages and the Westinghouse name to your 
selling? Specify Westinghouse motors on the appliances 
you buy—furnish Westinghouse motors for the appliances 
you sell. Westinghouse Electric & Mfg. Co., E. Pittsburgh, 
Pa.—Dept. 7-N. 


94% KNOW 
WESTINGHOUSE 


A nationwide survey of rep- 
resentative groups of people 


J-03073 


What does this name f 
mean to you? 


in 14 cities disclosed that 
94% know and recognize 
the name “Westinghouse,” 


and identify it with quality 
electrical equipment. 


The dine of headl Keoitlance 
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Graybar 


Simultaneous announcement is made 
concerning the appointment of W. A 


Moorefield as branch house manager 
at Winston-Salem and Harry A. 
Cobaugh as branch house manager 
at Newark. 

Mr. Moorefield, whose appointment 


is effective January 1, has served with 
Graybar for thirteen years in various 
sales capacities throughout the South 
ern area. Mr. Cobaugh, whose serv- 
ice record with Graybar totals four- 
teen years, has been closely identified 
with the electrical industry in the 
New York and New Jersey area 


Copeland 
H. 


merchandising 
Division, of 
Corporation, 


(Bill) Den- 
manager, 
Copeland Re- 
Sidney, Ohio 
by W. G. von 


Appointment of W. 
nison as 
Domestic 
frigeration 


was announced recently 
sales manager. 


Mever, 





W. H. DENNISON 


For five years Mr. Dennison was 
sales manager of the Department 
Store Division of Norge Corporation. 
He then became sales manager of 
Detroit Vapor Stove Division of Borg- 
Warner Corporation. For the past 
year he was domestic sales manager 
of Universal Cooler Corporation. He 
resigned that position to accept the 
Copeland appointment. 

Mr. Dennison entered the refrigera- 
tion industry in its early days, when 
he organized Dayton Refrigeration 
Corporation and served as its vice 
president and sales manager. 


Nesco 


T. E. Fajen, general manager of Elec- 
trical Division, National Enameling and 
Stamping Company, announces the recent 
appointment of J. Carse as a field 
assistant with headquarters at the execu- 





tive office in Milwaukee. 
J. B. CARSE 
For the past seven years Mr. Carse 
has been associated with the Merchan- 


dising Division of Westinghouse. For the 
past four years he has been directly 
associated with the promotion and sale 
of electric roasters and table appliances. 


FEBRUARY, 








Westinghouse 


Appointment of Reese Mills as a:sis. 
tant sales manager of the Westing 
Electric & Manufacturing Com 
merchandising division, is announce 
Frank R. Kohnstamm, sales manag 





REESE MILLS 


Mr. Mills, who for 15 years has bee 
manager of the Westinghouse range ar 
water heater department, will be respon- 
sible for co-ordination of the merchar 
dising division’s sales activities in h 
new position. The appointment, whi 
is effective immediately, fills the vacancy 

reated by the recent resignation of Ray 
ote C. Cosgrove. 

Mr. Kohnstamm also announced 
appointment of R. M. Beatty, 
velopment manager of the 
water heater department since June, 
to succeed Mr. Mills as 
that department. 


the 
sales de- 
range and 
1937 
manager oi 





R. M. BEATTY 


Mr. Mills worked in various depart 
ments and in March, 1920, came to Mans- 
field, starting as an order clerk, and 
later entering the sales end of the bus 
ness. He soon became interested 
working with electric ranges and ros 
to the managership of the range ai 
water heater department in 1925. 

Mr. Beatty, a graduate of the Univer 
sity of Wisconsin, spent four years 
various phases of the range and refrig 
erator business—manufacturing, whole- 
sale, and retail, before joining Westing 
house in 1930. 


Stromberg-Carlson 
Now active in their new capacities 


are Stanley H. Manson, who is in charg 
of sales for Stromberg-Carlson’s Kans 


City branch, and William C. Lewis, w 
has taken over Mr. Manson’s forme! 
duties as sales representative ir 


Western New York area. Mr, Manso! 
fills the position vacated by Kenneth G 
lespie, now manager of the Jenkin 
Music Company’s appliance departmet" 


Hotpoint 


C. B. Hall has been appointed Ho’ pos 
range and water heater specialist 10 
Northern Illinois, according to an a 
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ment by L. E. Buxton, manager, 

. District, Edison General Elec- 

ypliance Company. 

‘all has had 13 years’ experience 

sale and merchandising of home 
inces. He comes to Hotpoint from 
neral Electric Supply Corporation, 
inapolis. 





Cc. B. HALL 


York Ice Machinery 


Stewart E. Lauer was elected president 





‘it equally perfect as an a 


— but the public found 


extra oven and cooker— 


fast, economical, con- 


venient — and ideal for 


many uses. 


of the York Ice Machinery Corporation | 





























sales-boosting, exclusive Monarch feature is 
















We built it as a ROASTER 


~H 








at the annual directors’ meeting. Wil- 
iam S. Shipley, president of the corpo- 
ration for the past ten years, was elected + 4 4 4 6 
hairman of the board of directors. ; Bs It's patented, exclusive to 
Mr. Lauer has been associated with 
' the York Ice Machinery Corporation and | a Monarch — this side-heat 
a ts predecessor, the York Manufacturing . : 
n Company, for nearly thirty years. He = 
3 became general sales manager in 1931 : supplementary oven 
H built right into the top, 
| convenient for instant use, 
___— and out of the way the 
—— 
tt ae 
——— moment you close the 
cover. 
MODEL LN 57 N 
Fact! We set out to provide a range with 
Roaster built into the top — and the public 
EWARS ©. LAGER showed us we had made a far greater contri- 
aid was vice-president in charge of sales bution to electric cookery. We had made a 
before his election to the presiden i 
Other — elected A ag an roaster, bake-oven and 10-quart side-heat 
ng were: Elmer A. Kleinschmidt, exe i 
yar tive vice-president; Llewllyn W iNiems, cooker all in one! 
at vice-president in charge of engineering; | No wonder Monarch’s “Roaster Range” took 
at samuel J. Shipley, vice- president and | ge z 
si Bieasurer; and Vincent K. Keesey,| the market by storm! Now in its 4th year, this 






4 built into three 1940 models, giving a price 
- range to meet all requirements. 

Not only a range that sells — but a range that 

gives lasting satisfaction! Write us for aaa, 

graphs and prices. 

same ‘D 

MALLEABLE IRON RANGE CO. ray 8 hase 
are 120 Lake Street Beaver Dam, Wisconsin OTHER PATENTED AND EXCLUSIVE 
v MONARCH FEATURES 
7 Heavily insulated side-heat cookers 
ns Side plus bottom heat “Deep-Heet”’ 
; Sauce Pans 
= John Moore, for the past three years “Dura-Glaz”’ surface units 





Hotpoint refrigeration specialist for 
the Edison General Electric Appli- 
ance Company's Dallas, Texas, Dis- 
trict, has been appointed appliance 
Menager for the Stratton-Warren 
fo Herdware Company, new Hotpoint 
an- distributors in Memphis, Tennessee. 


illuminated Dial Oven Temperature 
Control 

5 point oven terminal with contacts 
OUTSIDE of heat zone 

Ventilated switch assembly 
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The Shelvador 













: - oe hermetically sealed 
i ed with the genuine » struc- 
ee ~ 4 Cabinet a Du ce vee bonderised 
ae cae jess white ro ; 
tion on which te on steel food compartment. 
and baked. Po tic electric light. Famous 


feeder A. Or adel. Manufactured to same high 
1elV 


quality tS) pec ific ations as entire Cr osley line, its the 
ny 
industry 8 No. l value. 




































The FREEZORCOLD is a new and obviously useful 
feature incorporated in ALL Shelvadors from $119.95 
up. This miniature cold storage plant has tremendous 
appeal to women who are quick to see the advantage of 
this proper place to keep frozen food. 

It stores frozen foods . . . keeps 8 to 12 lbs. of fresh meat 
UNTIL WANTED . . . freezes meats, poultry, game 
and fish. Keeps ice 
cream... pie dough . . . cakes fresh. 

These many uses permit increases in diet variety YET 
tend to reduce food budgets . . . a topic of keen interest 
to any housewife anywhere. 


THE CROSLEY CORPORATION, { 


Home of ‘‘the Nation’s Station’’ = 
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YISiNG 


| sells refrigerators 


AN EXCLUSIVE CROSEEY ADVANTAGE 


Shelves-in-the-door (Shelvador) sell refrigerators. Only Crosley has the Shelvador! By their proper 
use a woman can gain at least an extra shelf of space in her refrigerator. Women are quick to see 
this advantage. It’s easy to demonstrate that the Shelvador saves steps. It saves food by keeping 
tag ends and little foods in sight. When food is in sight and handy the open door period is short. 
This saves current. The convenience of the Shelvador is a sales feature NO other refrigerator has. 
It’s an exclusive talking point. It works. Hundreds of thousands of women sing its praise. It 
sells refrigerators! All models have the famous Shelvador—with those convenient shelves in the 
door by which every woman can store more food and store 
it easier than in any other refrigerator built. 


Outstanding erclusive feature proves sales power 


a Crosley gives you value, action and profit in 1940. The Crosley line is beautiful 

—beautifully styled, beautifully made and beautifully finished. It’s a joy to 
Ss thousands of dealers on whose floors it already glistens. Women’s eyes sparkle 
= when they see it. It’s exciting in its profit potentialities and it’s “hot” with 








































promotional models at $99.95, $119.95 and $139.95. These three models out- 
point competition with selling points. These three models are easy steps to 
the convincing values of the long profit models. 

These new Crosley Shelvador leaders are quality refrigerators. There is no 
skimping or substitution of sub-standard parts. These models are standard 
Crosley quality materials, fabrication and finish throughout! 


sales-stimulating Two of these models are equipped with the new Crosley Freezorcold, that amaz- 
e cold storage ing miniature cold storage plant for household use. This dramatically demon- 
mises women strable feature is holding women’s interest now. It’s a real excuse to replace 
riety in their old refrigerators. 


. that new, exciting, 
old—that miniature 
plant for household use that pro 
both new economy and new Va 


foo bs No other refrigerator has it / 


Freezore 






* Shel- 
This fully equipped ary 
yador offers extra lities. 
motion pos e- 
No other refrigerator al 
= . ALL these improv 
sents ALM jor fea- 


ical maje 
aes h a matchless 








and prac 
tures at suc 


competitiv e price: 





ATTRACTIVE 8 FOOT MODELS TOP CROSLEY SUPER 1940 LINE! 


Crosley dealers are in an outstanding competitive position with Crosley Shel- 
vadors this year. Many generous profit Shelvadors provide easy step-ups 
to luxury models of great beauty and finish. Extraordinary values in two 
brand-new 8 foot models and one new 6-foot model add even greater power 
to the most outstanding line in Crosley history. 


WRITE, PHONE or WIRE 
YOUR CROSLEY DISTRIBUTOR OR THE FACTORY 


Prices slightly higher west of Rockies. 


CINCINNATI = pPoweEL CROSLEY, Jr., President 


—WLW—70 on your dial 












LECTRICAL MERCHANDISING—FEBRUARY, 1940 





PAGE 





don’t men tell women 


these things?” 


Lp have gotten rid of my old cleaner months ago if I 
had known what a modern vacuum cleaner would do for me. 


‘My new machine has literally set me free! It helps me 
get dozens of things done better, faster, with less effort 
so | have much more time for the movies, bridge and other 


recreation. Why don’t men tell women these things?” 


They should, madam, because they mean less work and 
more freedom for women. We can tell you that vacuum 
cleaners have improved more in the past five years than in 
all the years before. We know that’s true because, as 
builders of vacuum cleaner motors, we have played a part 
in the development and improvement of vacuum cleaners 
for over a quarter of a century. 


There are millions of women like you in America today, 
still struggling with out-of-date cleaners, who will be glad 
to buy new ones when they are shown how today’s modern 
cleaners will keep their homes cleaner, lighten dozens of 
household tasks, and give them more time for relaxation 
and fun. More men should tell more women these things. 


The Black & Decker Electric Company is America’s most 
experienced specialist in the design and manufacture of 
complete motors or series parts for vacuum cleaners. The 
co-operation of our engineers is at the disposal of manu- 
facturers who may be interested in the application of 
universal motors to the improvement of their products. 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 





Specialists in the Design and Application of 
UNIVERSAL 
MOTORS 
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Three New Norge Sales Managers 


Cc. H. Mec MAHON 


Norge 


Three new sales managers have been 
appointed by Norge Division Borg- 
Warner Corporation, according to M. G. 
O’Harra, vice-president in charge of 
sales. N.M. Forsythe, formerly a divi- 
sional manager, has been appointed west- 
ern sales manager for all Norge depart- 
ments. Charles H. MacMahon, also a 
former divisional manager, has been 
appointed eastern sales manager for all 
departments. Lee Cox, formerly divi- 








Mayflower Air Conditioners 


Appointment of H. M. McGaughey 
as vice-president of Mayflower Air 
Conditioners, Inc., St. Paul, manu- 
facturers of warm air heating equip- 
ment, has been announced by Neil K. 
Tilton, president of that organization. 





H. M. McGAUGHEY 


Mr. McGaughey has been associated 
with the Kelvinator Division of the 
Nash-Kelvinator Corporation, Detroit, 
for the past ten years, recently as 
manager of commercial distributor 
sales. 


Ed A. Orth has been ap- John M. Otter has been 


pointed general manager 
of Philco Distributors, Chi- 
cago division, it is an- 
nounced by Hal Sheer, 
general manager of Philco 
Distributors. 
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LEE COX 


Three New Philco Appointments 


appointed general sales 
manager of the Middle 
West division of the Philco 
Radio & Television Corp., 
as announced by Thomas 
Kennally Phileco GSM. 





N. M. FORSYTHE 


sional manager on the Pacific coast, has 
been appointed Pacific coast and inter 
mountain sales manager for all Norge 
products. 

Mr. Forsythe, who will make his head- 
quarters in Detroit, will cover the terri- 
tory extending from Chicago to Denver 
Mr. MacMahon will also headquarter in 
Detroit and will cover the territory east 
of Chicago. Mr. Cox will make his 
headquarters in San Francisco and his 
territory will embrace the Pacific coast, 
as well as several western states. 


Robertshaw 


The Robertshaw Thermostat Com- 
pany, Youngwood, Pa., announces the ap- 
pointment of S. G. Eskin as director of 
the new Robertshaw Research Labora- 
tory in Pittsburgh. 

Mr. Eskin was formerly chief engi- 





. OA 
S. G. ESKIN 


neer of the American Thermometer 
Company, St. Louis; also former re- 
search engineer of the Edison Electric 
Appliance Company, Chicago, from 
which position he was appointed director 
of the Robertshaw Research Laboratory 





Another appointment is 
that of C. E. Lindstrom, 
above, as general sa es 
manager of Philco Distribu- 
tors, Chicago division, a ‘0 
announced by Hal She-r 
general manager. 
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Buffalo League Elects 


[he organization meeting of the di- 
tors of the Electrical League of the 
igara Frontier was held recently in the 
ifalo Athletic Club. Mr. Morrill E. 
Buffalo 


nner, vice-president of the 
uzara Electric Corp. was elected 
sident: Mr. Robert D. Glennie and 


Raymond W. Mitchell were elected 

A e-presidents. Mr. Richard Wahle was 

ted secretary-treasurer, and Mr. 

eldon D. Smith, executive committee- 

an. Mr. Samuel S. Vineberg is man- 
er-secretary. 

Officers and directors of the Electrical 

ague of the Niagara Frontier an- 

A unced the appointment of Harold G. 

© Rahn as a dealer contact man. League 

ficials have long been'of the opinion 

* that there is an urgent need in the 

® Buffalo area for the services of an im- 





nartial, understanding and competent 
lealer contact man. 
has Mr. Rahn’s job will be to keep in 
ater constant touch with the electric appliance 
orge dealers, study their problems and sym- 
lead- 
er 
nver 
er 
east 
1 his 
“oas 
Com- 
e ap- 
or ot 
bora- 
engi 
HAROLD G. RAHN 
pathetically aim at their solution. 

Mr. Rahn has had many years of ex- 
perience in the sale of electrical merch- 
andise. He formerly was electric range 
supervisor for the Buffalo Niagara Elec- 
tric Corporation in the Kensington dis- 
trict. He also served with Frigidaire 
and other national firms as district 
manager. 

G-E Plastics 

W. D. Haylon, who for more than 
four years has been publicity repre- 
sentative for the Pittsfield, Mass. 

—_ works of the General Electric Com- 
ere °° 
o ae pany, has been appointed advertising 
le M, manager of the G-E plastics depart- 
Mectri : ; 
ee ment. He will continue to make his 

irector 
ratory 


W. D. HAYLON 





headquarters at Pittsfield, where the 
wnt is department is located. Plastics ad- 
istrom Vvertising and promotion is a unit un- 
saies der the general supervision of B. W. 
istribu- Bu! lock, manager of the advertising 
in, also division of the G-E appliance and 
Sheer ce handise department, Bridgeport, 

Onn, 

EL 


ISING 
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Emerson Electric 


Announcement of the election of Oscar 
C. Schmitt to the position of executive 
vice president has been made by the 
Emerson Electric Mfg. Co., of St. Louis, 
Mo. Mr. Schmitt was formerly vice 
president in charge of sales. At the 
same time comes the news of the promo- 
tion of Raymond E. Otto to manager of 
sales, and William R. Fraser, formerly 
district manager, New York City, to 
manager of motor sales in St. Louis. 
John Wright will continue as manager 
of fan sales with O. D. Metz as assistant 
manager of motor sales 


Utility Electric 


Eugene R. Freling, formerly with the 
Steem-Electric Corp., St. Louis, resigned 
Feb. 1 to take over the position of sales 
manager for Utility Electric Company, 
St. Louis, manufacturers of Toastwell 
toasters and other household appliances. 





E. R. FRELING 


Maytag 


The Maytag Company, Newton, Iowa, 
announces the appointment of R. W. 
Weed to the position of manager of the 
Minneapolis branch. Mr. Weed came to 
Minneapolis from the Indianapolis office 
of the Maytag Company, where he has 
been assistant branch manager since 
August, 1937. 

All of Mr. Weed’s activity has been 
with Maytag in one capacity or another. 
He started his career at Ann Arbor, 
Michigan, in 1926 as a retail salesman. 
Leaving Ann Arbor in February, 1929, 
he became manager of a retail organiza- 
tion, the Maytag Saginaw Company at 
Saginaw, and was promoted to the posi- 
tion of regional manager in northern 
Michigan in 1932. 





R. W. WEED 


During these years an outstanding 
record for sales and organization work 
led to his appointment as assistant branch 
manager at Indianapolis, which position 
he lett to take charge for Maytag of the 
north central states, comprising Minne- 
sota, Wisconsin, Iowa, North Dakota, 
South Dakota, Nebraska, and Montana. 
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No. 1 THE PLUG 
Unbreakable, all rub- 
ber— prongs perma- 
nently attached. 


No. 2 THE CORD 
Full size wire, good 
rubberinsulatingcom- 
pound. Sturdy, flex- 
ible jacket or braid. 


No. 3 THE STRAIN RELIEF 


Danger spot on old- 
fashioned cords. Made 
safe with Belden En- 
gineered Cords. 


Look At-Talk About- Demonstrate 
| “ALL THREE" Parts of the Cord 


—when You're Selling Corditis-free Appliances 


There are 3 big talking points in the Corditis-free cords 
that come on the better appliances you sell: 
The Plug—you can hit it with a hammer. 
The Cord—safe—flexible—built for long life. 
The Strain Relief—all rubber—permanently attached—made 
to protect the cord where it enters the appliance. 


These are sales points worth demonstrating to your custom- 
ers, who have already been pre-sold on Corditis-free cords by 
Belden’s consistent national advertising program. 

Capitalize these sales features and save yourself the grief 
connected with old-fashioned cords. Specify Belden on all 
the products you sell. 

Belden Manufacturing Co., 4663 W. Van Buren St., Chicago. 


* 

CORDITIS—. dangerous disease of electrical cords; the symptoms are 
frayed wire and broken plugs. It causes severe mental irritation and violent 
nervous disorders among electrical appliance users. 












Z 


Appliance Cord Sets approved by Good House- 
keeping Institute, listed as standard by Under- 
writers’ Laboratories, Inc., and certified by 
Electrical Testing Laboratories. 


ELECTRICAL CORDS 


PAGE 73 























THE ARISTOCRAT — Beautiful new Hotpoint model in gleaming 


white porcelain enamel. Smartly styled for the kitchen of tomorrow, 


4 Reasons Why Hotpoint Means More 
Business for You in 1940 


NEW MODELS—AT LOWEST PRICES 
EVER OFFERED FOR SUCH QUALITY 


Don’t take chances—show the com- 
plete Hotpoint line and win value- 
wise buyers from every price bracket. 
There’s a brilliant new Hotpoint 
model for every need—at the lowest 
prices ever offered for such quality. 
Cash in on the exciting new beauty 
of the complete Hotpoint line. 


NEW FEATURES 
MEAN NEW SALES POINTS 


You’ll win more sales...easier... 
faster... with the wealth of dramatic, 
exciting features Hotpoint has packed 
into every model of the 1940 line. Here 
is sales power to pull new thousands 
of prospects into your store— build 
profit volume every day of the year! 
See the complete line today! 


NEW IMPROVEMENTS MEAN 
POWERFUL SALES COMPARISONS 


Compare Hotpoint’s brilliant beauty 
and breath-taking new features, 
point by point, with any other line 
on the market. See what a tremen- 
dous advantage Hotpoint’s amazing 
improvements give you in the race 
for sales. Let Hotpoint work for you 
right from the starting gun—now! 


THE MOST AGGRESSIVE SALES 
CAMPAIGN IN HOTPOINT HISTORY 


Hotpoint is ready to put you out in 
front with a sensational program of 
Dramatized Promotion including 
national advertising, direct mail, retail 
contest material and a brilliant, Hol- 
lywood-produced motion picture. All 
these and other helps spell PROFIT 
for you throughout the year. 













The Greatest Range 


Promotion Ever Offered 














Bd. 
From one of Hollyw ’s greatest studios, 
produced with a star-studded Hollywood 
cast, Hotpoint brings you this brilliant new 
motion picture success to send your sales 
soaring in 1940. It’s the smash -hit head- 
liner of the greatest promotional program 
in Hotpoint history. Don’t wait— plan now 
your local showing of “Blame It On 
Love.” Make full use of its dramatic sales 
punch. Hotpoint furnishes the complete 
plan and material. Write now for full details. 
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is Faster, More Efficient, More Durable Than 





Ever. Less Wattage — Lower Operating Cost 


Hotpoint gives you the greatest electric range selling 
feature of the year — sends a vast new army of 
interested buyers to your door—with sensational 
new “self-cleaning” Calrod coils actually faster, more 
efficient and more durable than ever before! preelpetinn vs thence yaa eeesdaammmeary _‘nan-n9rleenye-e-aph-euanaay tna ytd 


than ever before—yet uses less current ! Cash in on this sensational new 

: i ? feature—the greatest electric range innovation of the year. 
And — more amazing still — with all its vastly im- 
proved performance, the new Calrod shatters all former 


records for economy, using less current than ever! = 
: . ‘ ba 
Here’s a star, right out of the Hotpoint laboratories, i = >) 
that has the dollar sign of profit tied to it! Tie to it, 7 
too, right now! Let the new Calrod, and Hotpoint’s a! “ 
brilliant new line of electric ranges for 1940, pull your 


REMOVABLE CAN BE WASHED 
sales to the greatest heights they’ve ever known! REFLECTOR LIKE A PIE TIN 








Simply lift the Calrod unit and the Easy to clean— normal spillage is 
reflector “‘pops’’ out for quick, easy quickly consumed in the glowing 
cleaning. No tools, no struggle, no heat of the self-cleaning coils. | 
**messin’ around.”’ A sure-fire hit Should excessive spillage occur, the 
with women. reflector can be quickly removed. 


EDISON GENERAL ELECTRIC APPLIANCE CO., Inc. 
5620 West Taylor Street, Chicago, Illinois 
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TRENDS IN 


Appliance Sales 


CONTINUED FROM PAGE eee 





end \ l big potentia 
ossibDilit i hey pop up” like a 
ich b vie rive the sligh 

en rT: ‘ 

The t ecidedly up 1940 
10u] exce 1937 the t ip vea t 
lat ) selling This may 
ve Y ustry to lead all busi 

lavs 1 not the 
| ) 1 yn c ip i 
goods i like 

The ) lip ) tn i ypliance 

lex f 1938 is nothing to worry 
bout It was caused largely by a 

year in refrigerators which had 
i very bad t This was more than 
ty pe rrected l 1939 and 
ip r idex aga ran well 

ead t general business 

Now 1s take ! six 1j0 
pliance i 1 the me group T junior 
pp! il s which make up the appli 
ince index, and see what the trends of 
ich he seven are in relation to 
lé wh le 

Home Laundry 

We w take washers first 1929 
to 1932 they went off almost 25 per 
ent worse than the appliance index. 
1932 to 1937 they failed miserably to 


except tor 


keep up with the Index 








34 1937 did very slight 
ve th S was 
ve than offeet 
The appliance now about 
18 pe t better than 1929 while 
washers are about 25 per cent below 
Washers by dollar volume have at n 
time equaled 1929 while the appliance 
index < ed the line almost four 
years ag 
Here is an appliance with at least 
wo very il and very difficult prob 
lems o s hand First, a loss of 
interest on the part of the dealer 
Second, the aggressiveness and sales 
promotion of the commercial laun- 
drie e two are our personal 
ypinion based on actual contacts with 
lealers and ynsumers 


nerchandising 


, , 
plans plus an improved demonstration 
ind promotion technique can keep 
the trend line from flattening still 
re rT) ndicated trend for 1940 
t p m 1g 
Ironers 
The saturation point { ‘ ‘ 


it the end of 1939 


2 
cent. After all the years of promotion 
it has failed to get public acceptance 
As a matter of fact it has gone back 
somewhat From 1929 to 1932 the 
downward trend faster 


than the 


Index. 1932 to 
l 
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but 1939 went counter to sales of 


appliances in general 


There is much educational work to 
be done here both to the dealer and 
the consumer The trend line for 1940 
may sink even farther unless there is 
some drastic happening. The one 
bright factor is that commercial 
laundries, we believe, have not made 


the inroads on home ironing they have 
on home washing. 


Irons 


A trend line in comparison with the 
appliance sales index that has gone 
during 1929 to 1939 from bad to worse 
and then to With a satura 
tion of 95 per cent it 


“worser”’. 
would seem 
like an inevitable leveling off for this 
item 
New 
often sbiutltcs te Mibe Teas 
Sales vitality to this item. 
We 


zooming up by 1941. 


features however give great 


expect to see this trend line 


Refrigerators 


The was well above the 
appliance sales index from 1929 to 
1937. The bad dip in 1938 was only 
a necessary adjustment of inventories, 
and things the 
long period of upswing. 


trend line 


time payments other 
result of a 
T nd line in 1939 was again well 
above the appliance index. However 
we do not expect to see this go above 
1937 this year. 

There are four factors which will 
slow up a bit the trend line as of now. 
They are 56 per cent saturation, the 
number and kind of deal- 
the number of and models 
and the menace of discount selling. 

But, the getting is still good, and 
the line will continue to run ahead of 


the appliance index. 


problem of 


ers, sizes 


Ranges 


The “white haired boy” of the elec- 
tric industry. 1929 to 1939 they made 
the appliance sales index look like a 
sick pup. We do not believe there is 


anything that can prevent the trend 
curve of this item from running wild 
in 1940. 


appliance sales 


It should go way above the 
index. 

Reasons?—better product, 
policies of merchandising, dealer con- 
centration on promotions. 


new 


Cleaners 


We will discuss floor and hand 
types separately. However since the 
same manufacturers make both they 
will have to be considered by the 
makers as one. It is just possible the 
new hand type will provide a great 
stimulus to the cleaner field. 





Floor Cleaners 


A discouraging trend because it 
fails to show any tendency to parallel 
the appliance sales index. All indica- 
tions point to a trend even worse in 
1940. <A still further lowering of 
average retail price might help this. 


Hand Cleaners 


Seldom have we ever seen a trend 
line with such promise as this one. 
Except for two years—1932 and 1938 
—the trend has been way, way ahead 
of the appliance sales index. Only 
in those two years of extreme dips was 
the appliance index able to pull the 
hand cleaner trend line down to a par- 
allel. 1940 should see this line pass 
the peak of 1937. 

Generally speaking the cleaner in- 
dustry as a whole should have a 
successful year in 1940 both as to 
volume and profit. Methods of distri- 


bution as well as Policies, Products, 
Prices and Promotion appear to be 
pretty well stabalized through tried 


and tested methods. 


Traffic Appliances 


There are some thirteen or fourteen 
of these important junior items. Prac- 
tically all of them are “table items” 
No one represents a big dollar volume 
but taken together it is 
erable. 


very consid- 






The trend line of this group very 
nearly parallels that of the applianc 
sales index. We can’t help but wonder 
if this is not due to display, and cop. 
stant or similar sales effort in gooj 
times or bad. These items are ng 
dependent on outside salesmen an( 
many of the other factors of selling 
found with the other items we hay 
discussed. 

Possibly the same factors that kee: 
the trend line so constant account fo; 
the low saturation of this group whi 
is about 20 per cent for an averag 
There is nothing to indicate the tre: 
of this group to be any different fror 
that of the past—paralleling the uw 
and downs of the appliance 
pretty closely. 

So, you see, the appliance sale 
index points up because there is only 
one, or two, of the items making y 
the total which has an adverse tren/ 
line. The sale of major and junio 
appliances will definitely continue t 
run ahead of the general 
index of Business Week. 

The public is becoming more a 
more electric minded. Just as trans 
portation by horse and buggy gay 
way to the automobile so will heating 
cooking and most of the other activ: 
ties of the home surrender presex 
methods to electricity. Not a person 
opinion, but one which the trend lin 
points to as surely as does the mag 
netic needle to the north pole. 


index 


busines 











CAN YOU SPARE A DOWN PAYMENT ON AN ELECTRIC PERCOLATOR? 
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Left to right: E. H. Campbell, advertising manager of Rex Harry Goldstein of Eastport, N. Y.; Gus- Left to right. Joe Ceparano of Elk Radin Left to right: E. L. Walters (Hi, Ed!) of 

Cole, Inc.; L. H. Miller, merchandise manager, appliance tave H. Appel of Appel's, Inc., Norwalk, Sales & Furniture Corp., Brooklyn; Charles E. L. Walters, Inc., Monroe, N. Y.; Al 

and merchandise department, G-E; R. Stevenson, vice presi- Conn., and Mrs. Rena Appel. W. Wurm of Brooklyn and George Bloom Reina of Manual Reina, Kingston, N. Y. 

dent, Rex Cole, Inc. of Economy Housefurnishing Co., Brook- and Thomas H. Cammidge of £ L. 
lyn, N.Y. Walters, Inc.,* Monroe, N. Y. 


Utility Men and Dealers 
meet at BeripGePort 


Left to right: A. C. Sanger, refrigeration sales manager, G-E; Rex 
Cole, president, Rex Cole, Inc., and hoct to the aroup: A. M 


salen ieee lesen Gees ee ne Coe, Commercial executives and Rex 


Cole delegation preview 1940 line 


Left to right, facing camera: Al Erb of Erb Elec. 
Supply, N. Y.; Joe Dyas, Andrew W. Zoltac and Wil- 
liam J. Monahan, all of Rex Cole, Inc.; Robert A. 
Graves of General Electric. In the right foreground, 
left to right: Fred Beck of Rex Cole, Inc. and J. V. 


Clockwise, round the table, left to right: Louis Lerner, National White of General Electric. 


Electric Appliance Co., Jamaica, N. Y.; Sol Scholder, Edisco Appli- 
ances, Brook n, N. Y.; Arthur and Morris Weiner of Weiner Electric, 
Richmond Hill, N. Y.; Sam Birnbaum, Brooklyn, N. Y.; Joe Settineri 
Brooklyn; Archie Laken, Brooklyn, N. Y.; Mike Tiano and Dick Bertie 
of Manual Reina, Kingston, N. Y 


President C. E. Wilson, (center) of General Electric, greets two 
General Electric vice presidents—C. W. Appleton, on the left and 
H. L. Andrews, right, in charge of appliance and merchandising 
operations. 


Clockwise round the table: W. G. Burrill, Staten 
Island Edison Co.; H. C. Thuerk, A. E. Ward and 
L. D. West, all of Utility Management Corp., E. E 
Potter, G-E lamp department; Larry Jennings, G-E; 
R. M. Phelps and T. R. Dobson, both of Penn. 
Edison Company. 


Reading from left to right, clockwise round the table: Albert E. 
Perrot and J. Mulvihill of the Danbury & Bethel Gas & Electric Light : 
_ vere Netlowey and Css A. vor ¢ Beeits Servers, Inc., = ~ Left to right: K. A. Griffin of Rex Cole. | Th 
nkers, N. Y.; Anthony T. Perna o ineola, N. Y.; D. A. Mc- em to right: KR. A. Srittin of Rex Cole, Inc.; Theo- 
Dougald of Freeport; Wilbur M. Peck, George R. Lampert and - dore L. Herman of Stapleton, Staten Island, N. Y.; 
W. Cummings of Greenwich Electric Co., Grenwich, Conn. S e yg pare Ce a S. +S. C. Herbert 
of Rex Cole, Inc. and L. F. Shuler of the same com- 


pany. 


Clockwise round the table: Rex Cole of Rex Cole, Inc.; E. F. Jeffe, 
vice president, Consolidated Edison, N. Y.; C. E. iison, Genera! 
Electric president; D. Melvin of Consolidated Edison; E. E. Potter, 
G-E tamp department; and C. Brewer of General Electric. 


Left to right: Marshall Crowley, manager, G-E Contracts Corp.; 
P. Melagrano and J. D. Loscalzo, both of J. D. Loscalzo, Inc., 
Astoria, N. Y.; John W. Thompson and Mr. and Mrs. Bob W. 
Thompson of Woodhaven, N. Y.; Ben Senia of Electric Servant, Inc., 
a, he and Theodore Friedlander of Utility Appliances, Inc., 
Bronx, N. Y. 














BLACKSTONE Automatic 


Washer 
Blackstone Mfg. Co., Jamestown, N. Y. 
Bla t \utomatic Washer 
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KELVINATOR Refrigerators 


Kelvinator Div., Nash-Kelvinator Corp., 
Detroit, Mich. 


Models: 5 Big Sixes from $119.95 to 


$209.95; 3 Super Eights from $189.95 
to $239.95 
Selling Features: 2 Sixes and 1 Eight 
equipped with new “Moist-Master” 
system which provides right degree 
of humidity for preservation of foods 
SS-6, low-priced model has 6.25 
cu. ft. capacity; stainless steel freezer 
with polished metal door; finger-tip 
Kelvin control; 2 extra fast freezing 
shelves, 4 fast freezing trays; auto- 
matic interior light 
S-6, 6.25 cu. ft., has vegetable bin 
for unrefrigreated dry storage: slid- 
ing glass-covered vegetable crisper; 
new type release lever; deep sliding 
moonstone glass cold storage tray 
i half-shelf 


under freezer; removable 





next crisper 

HS-6 “Moist-Master” model has 
meat compartment built in freezer 
unit; new horizontal, rotating, wheel 


type Kelvin cold control 
R-6, 6.50 cu. ft., de 


lass-toppe 1 vegetable crispers 


luxe model with 





sliding adjustable shelves; twin dome 





rhts sliding porcelain Id chest 
separately suspended porcelain 
ver; built-in tray lifters; built-in 
Speed-Cube release; double-sized des- 
sert tray; Kelvin automatic cold con- 
HD-6, “Moist-Master” combines 
HS-6 and R-6 with all their deluxe 
leatures 
S-8, popular-priced 8 has sliding 
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glass cold storage chest; full-size 
sliding porcelain crisper with sliding 
cover ; removable lower half-shelf. 8.2 
u. ft. capacity. 

R-8 same as S-8 plus full-width 
hrome trimmed black base, full 


height Ireezer door, 4 Speedy Cube 


trays; double width Speedy cube 
tray; Kelvin automatic Cold Control; 
sliding porcelain cold chest; twin 


dome lights; sliding adjustable shelves 
and twin Kelvin Crispers 

HD-8 same as R-8 plus the “Moist- 
Master” 


system 


Prices SS-6, $119.95: S-6, $139.95; 
R-6, $179.95; HS-6, $169.95; HD-6, 
$209.95: S-8, $189.95: R-8, $209.95 


and HWD-8, $239.95.—Electrical Mer- 
February, 1940 


Indisin 
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ROYAL Cleaners 
The P. A. Geier Co., Cleveland, O. 


Models: Royalaire DeLuxe 186; Royal 
combination 173RX; Royal tools and 
kit 199; Royal DeLuxe 189, Royal 
Commercial 130, and Royal Economy 
153. 

Selling Features: Royalaire Deluxe 186, 
wand-type has new air-tight swivel 
nozzle with patented sweep-action; 
2-position floating brush; chrome 
plated wands with air-tight rubber 
connectors; complete set of tools 
available in handy carrying kit; blue 
finish, chrome trim. 

173RX combination includes 173 
semi-streamlined floor model with 
headlight, revolving brush, regularly 
selling for $44.95 and No. 157 motor- 
driven brush hand cleaner regularly 
$16.95, both for $39.95. 

No. 199 tool set includes an 8 ft. 
flexible hose, light weight aluminum 
tubes, nozzles, brushes and Royal 





Sprayer in a light-weight red and 
black carrying kit. 

Royal De Luxe 189 equipped with 
“Adjustorite” efficiency indicator on 
nozzle. 

Royal Commercial 130 has more 
power and suction, wider opening 
bag; new bag clamp for easy removal 
or closure of bag opening. 

Royal Economy 153 revolving brush 
cleaner is now available with red 
and black bag. 
rices: Royalaire DeLuxe 186, $39.95; 
Royal DeLuxe 189, $49.95; Royal 
Economy 153,  $29.95.—Electrical 
Merchandising, February, 1940. 
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MAYTAG Washer 
The Maytag Company, Newton, lowa 
Model: E. 


Selling Features 50% greater wash- 
ing capacity; square, one-piece cast- 
aluminum tub of increased size which 
is enclosed within a seamless, body- 
type steel outer shell. Maytag 
Gyrafoam washing action; counter- 
sunk Gyratator ; sediment trap; push- 
pull Gyratator control. New Roller 
Water Remover with four-spring, 
automatic tension; finger-tip, touch 
control tension release bars on both 
sides of unit; rolls stop instantly on 
release of tension; simple tension re- 
set lever; single lever control to 
start, stop and reverse rolls and swing 
and lock unit in 80 different operating 
positions ; enclosed, self-reversing 
drain. Sturdy legs of hydrocast 
Duracite; all legs adjustable ; equipped 
with oversize, spring-mounted, hooded 
casters, two with caster locks. Com- 
pact efficient power-drive unit; v-belt 
drive. High-bake, lustrous enamel 
finish. Available with electric motor 
or Maytag gasoline Multi-Motor. 
Power driven water discharge pump 
available on all models of the “E” 
series, including those equipped with 
gas engines. Choice of colors: white 
or new Maytag gray. The model 
“E” is an addition to the Maytag 
line of washers and it does not replace 
any of the current models in the line. 
—Electrical Merchandising, Febru- 
ary, 1940. 








G-E Refrigerators 


General Electric Co., Appliance & Mdse. 
Dept., Bridgeport, Conn. 


Models: 13 new models in Deluxe, 
Standard and Special series. 

Selling Features: Appearance of De- 
luxe line has been changed in name- 
plate, latch handle, grille base, lighted 
plastic center control panel, newly de- 
signed evaporator door finish in white 
Glyptal, stainless steel shelves; spring 
arrangement holds evaporator door in 
open or closed position ; 3 largest 
models have evaporator backs closed 
for lower temperature; cold storage 
compartment of last year has been 
retained and in the “twelve” and 
“sixteen” models, 2 compartments are 
provided with automatic humidity 
control for each; 2 acid resisting por- 


celain vegetable pans with glass cover 
have humidity control consisting of 
adjustable shutter with dial control; 
a flat perforated aluminum air ‘{l- 
ter filled with activated carbon is 
another feature in Deluxe models. 
Porcelain finished models have a 
dish set consisting of 2 large and | 
medium Pyrex casserole with covers 
which can be used as pie plates, 2 
Pyrex leftover dishes, 6 Pyrex cus- 
tard dishes in wire rack glass butter 
dish, water pitcher and oil silk caps 
for all dishes. The 2 “eights” in 
Deluxe series have increased refrig- 
erating capacity over corresponding 





Automatic Humidity Control 


1939 models; motor h.p. has _ been 
increased from 4 to 4 h.p.. 

Standard line consists of a “five” 
and a “six” with new nameplate, 
latch handle and hinges; a larger 
sliding vegetable pan with split lower 
shelf are interchangeable; cold stor- 
age compartment in “six” has shallow 
moonstone cover ; stainless steel evap- 
orator; Tel-a-Frost indicator, quick 
trays, Glyptal on bonerized steel. 








Air Filter 


Special line consists of a “four,” 
‘six,” and a large “eight.” Smallest 
model has evaporator similar to that 
used in larger sizes; quick trays, 
evaporator doors, automatic interior 
light are standard equipment; the 
“eight” entirely new model is de- 
signed for rural customers.—Elec- 
trical Merchandising, February, 1940. 





SETH THOMAS Range Timer 


Seth Thomas Clocks, Thomaston, Conn. 


Device: Timer for use on ranges. 

Selling Features: Electric clock; sim- 
plified automatic oven control and 4 
minute minder; timer setting has 
been simplified through use of a & 
position switch for manual or auto 
matic operation as contrasted with 
older type 4-position switch.—/ lec- 
trical Merchandising, February, !4°. 
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Met Miser compressor ; l1-piece steel 
abin acid resisting porcelain in 
od compartment; Uni-Matic cold 
yntrol; automati reset defroster; 

F-114 refrigerant; cold storage tray; 

louble width freezer; trozen storage 


compartment. Master 8 has sliding hy- 
ator with glass top; lift-out section 
lower food shelf; chromium finished 


ir 


shelves; “Quickube” automatic tray; 
instant ice cubes releases; 4 standard 
und 1 double width ice trays; large 


id storage tray.—Electrical Merch- 
February, 1940 





mdising, 
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FRIGIDAIRE Refrigerators 


Frigidaire Div. General Motors Sales Corp. 











Dayton, O. 
Models 16 models—SuperValue 3, 4 
» and 8 cu. ft.; Master 5 and ¢ 
i. 3 Deluxe 5 and 6; Cold W: 
M 5 al - Cold Wall Del 
S ( W all Impe la Px r 
4 f 5 und 12 u il 
Standard Ta Top 3 1 t 
. Features All 10odels ‘ 
teer iA } 
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¢ F-114 N essure re 
i automat et det: 
all-metal ice trays; Ther REMINGTON Dual Close-Shaver 
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ged glass « S us : 
. n Super Value and Bridgeport, Conn. 
W 
Las De I K€ an Loid T'win-headed shaver 
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Nal 11 _— , , right ready to be shaved; no scrubbing 
> oad set es te ¥ rush action; larger shaving surtaces; 
te ( ry W _ - sharp edges; “white spot automatic 
sae , MiRt enw De 1 tart lire ym” shaver with 
( id W oo a" > aan - g ‘ ngs and separate short 
yl m 5 av er : - 

‘ , a : . t g \ eads make it 1m- 
ee Pc a a : ssi t i shaver at wrong angle; 
LUnin ole r 
. 3 " packed in vhide grain 

ine ew a a ve ire r i, eee: tlhe 

vce arting vit} S P \ 4 Ast Nil yppe 

ible duty ‘ may be mov l $15.75.—Electrical Merchandising, 

the le of 1 t r rep ary, 1940 
> ! 

2 vind ydra ( ’ 
Wall De Luxe 1 Imperia 
Dul x exter! I all T 
ept ¢ Wall Porcelain models 
Prices: SV3, $118; SV4, $118: SV6 
$127.50; SV8, $166.75; M5, $147.50 
M6, $157.50; D5, $172; D6, $187 
Coldwall M5, $167; CWM 6, $182 
CWD 6, $212; CWD 8, $251; CWI ¢ 
$236.50: CW! $27 CWI 13, $414 
j lf ‘ebr ry 7 
vei reores WINN TIN 
4 
° 
¥ PHILCO-YORK Air 


Conditioners 


Phileo Radio and Television Corp., 
Tioga & C Sts., Philadelphia, Pa. 


Models: 41, 91, 61, 62 

Selling Features Portable window 
model No. 41 for rooms approxi- 
mately 11x14 ft.; cools, dehumidifies ; 
changes room air; no plumbing re- 
quired; filter only $1.25 extra; 4 
| motor; hand-rubbed walnut 
cabinet, 162 in. high, 238 in. wide, 
103 in. deep 


Model 91 console, floor model for 
large living or waiting rooms; de- 
signed for year ‘round use, cools, de- 
humidifies, filters in summer and pro- 
vides fresh filtered air during winter; 
humidity removal capacity 12 qts. 
water per hr.; latest design filter fil- 





FRIGIDAIRE Refrigerators 


ters, recirculated room air and fresh 

Frigidaire Div. General Motors Sales Corp., incoming outside air, adjustable 

Dayton, O. grille distributes fresh conditioned 

Models: Tr ee es air without drafts ; walnut cabinet 
Ah ODES wo new reirigerators ave 39% in. high, 31 in. wide. 

een added *rigidaire 1940 " No. 61, portable window-sill model 

SVS-6, 6 cu. ft. to retail at $1127 in metal cabinet for living room, 

and a Master 8 cu. ft. model at doctors’ office, etc.; cools, dehumidi- 

$196.50 fies, filters—for year ‘round use; 

Selliy Featur SVS quipped w humidity removal capacity 1 qt. water 
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per hr.; 4 h.p. motor; cabinet 14 in. 
high, 26% in. deep. 

No. 62, console model for large 
living rooms and business offices; 
humidity capacity 1 qt. water per hr.; 
4 h.p. motor; walnut cabinet 38% in. 
high, 30 in. wide. 

Philco-York automatic 
timer also available. 

Prices: From $129.50. — Electrical 
Merchandising, February, 1940. 


starting 





APEX Refrigerators 


Apex Rotarex Corp., 1070 E. 152nd St., 
Cleveland, O. 


Models: 1940 line includes 9 models from 
5.2 to 6.6 cu. ft. capacity. 

Selling Features: Models range from box 
with most simplified accessories to the 
DeLuxe model which has 11.8 sq. ft. 

shelf area; 2 ejector, 2 standard and 

1 double depth ice trays; large porce- 

lain meat keeper with defrosting tray; 

sliding vegetable crisper; deep porce- 
lain drawer with glass cover; sliding 
fruit basket; sliding tray shelf; interior 
illumination; blue pastic trim; Dulux 
exterior. — Electrical Merchandising, 
February, 1940. 


ded 





A.B.C. Washer 
Altorter Bros. Co., Peoria, Ill. 


Model: ABC “400” cabinet washer with 
automatic time control. 

Selling Features: Time control with 
clock-type dial calibrated in spaces of 
1 min. each up to 15 min.—when 
clothes have been washed the desired 
time the motor automatically stops— 
continuous washing action or power to 
wringer is obtained by turning time 


FEBRUARY, 





control indicator past 15 on dial. Ney 
crown top, square, porcelain washin» 
compartment; new 6-wing tangen:- 
vane cleansilator ; heavy duty wringer 
with triple pressure selector and vi:- 


ible indicator; 6-way touch release 
with automatic roll stop; polished 
aluminum drainboard ; auto-type 


cleansilator control lever; lever f 

reversing wringer rolls and flipper 
drainboard; direct drive, oversize 
Westinghouse motor; white “Hi- 
Baked” enamel square cabinet wit 
porcelain tub inside and out; auto- 


matic drain pump; model 400 P.— 
Electrical Merchandising, February, 
1940, 





HANKSCRAFT Bottle Sterilizer 
Hankscratt Co., Madison, Wis. 

Dez 1 4 
bottles. 

Selling Features: Operates on Hanks- 
crait principle of turning water to 
live steam by electricity; when all 
water is gone current shuts off auto- 
matically and bottles are sterilized; 
sterilizer may also be used to warm 
baby’s solid toods and as a vaporizer. 

Price: $5.—Electrical Merchandising, 
February, 1940 


Automatic sterilizer for baby 


v 





EUREKA Cleaner 


Eureka Vacuum Cleaner Co., Detroit, Mich. 


Models: Redesigned models G-30, R-40 
and M-60 

Selling Features: All three models have 
new style bags made of special weave, 
strong fabric with high porosity; bag 
top opens wide with a stay in mouth 
to give stiffness and make it easy to 
open. G model bag is green; R, blue 
and M, maroon; all 3 cleaners have 
new nameplates modernistically _let- 
tered in harmonizing colors; former 
mechanical features are retained in new 
models. 

Prices: G-30 $34.95 or $29.95 and old 
cleaner; GL-30, same as G-30 with 
Searchlite, $3. higher; R-40 $49.95; 
or $39.95 and old cleaner; M-60, $68.75 
or $58.75 and old cleaner.—Electrical 
Merchandising, February, 1940. 
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NITEAIR Room Cooler 


Law Blower Co., 2001 Home Ave., 
Dayton, O. 


Selling Features: Semi-portable ; can be 
connected to 110 volt outlet; avail- 
able in 2 ways: the portable fan unit 
with rubber feet and protective grills 
or the fan unit with adjustable /egs 
to stand in front of window; can be 
used as an intake or exhaust far.— 
Electrical Merchandising, Febru. ry, 
1940. 


1940—ELECTRICAL MERCHANDISING 





FRIC 
gidaire Div 









kitchen he 
\partmen' 
priced mo 
ling Fea 
ovens “SC 
heg ul 
2000 watt: 
ven; “E 
non-tilt s 
joor, and 
ven teatt 
“Therm 
face heat 
matic” co’ 
set switch 
to 30 mir 
matically 
DeLuxe 
time con 
with 2 cor 
justed for 
ing time— 
ing to be; 
time requ 
Matic” si 
nates ne 
from prel 
—preheat 
baking al 
reached. 
“Therm 
range exc 
ment mo 
DeLuxe 1 
type exce 
Low-pr 
units: “T 
ual contr 
heating wu 
ing top; 
lamp. 
rees: A 
B-15, $1: 
$159.75: | 
B-70, $24 
—Electri 
1940 








ary, 


SILE 


The S 
| dels N 
elling Fe 


mova) le 
Owl dec 


umin 
Static te 
N black 
ton mod 
Owl dec 
rice: Bre 
incal M. 
LECTR 







er 


ks- 
to 


1to- 
ed; 
rm 
zer. 


ing, 


Aich. 
R-40 


have 
“ave, 
bag 
outh 
y to 
blue 
have 
let- 
rmer 
new 


iid 
with 
9.95; 
68.75 


rical 






Biace heating unit 








FRIGIDAIRE Ranges 


gidaire Div., General Motors Sales Corp., 
Dayton, O. 


3 DeLuxe; B-70, B-60 and 
B-40: 3 Standard: B-30, B-20 and 
L-10; 2 combination ranges and 
kitchen heaters: BC-5 and BC-6; 1 
\partment: A-6; and B-15 low- 
yriced model. 
ing Features: DeLuxe B-70 has 2 
vens—second oven below surface 
eating units has 2 units—2700 and 


2000 watts, which is same as standard 
ven; “Evenizer” heat distributors, 
n-tilt sliding shelves; 3 position 
jor, and smokeless broiler are other 
ven teatures. 

hermizer” cooker and back sur- 

have “Thrift-o- 

matic” control which permits user to 

t switch at “high” for any period 
to 30 min. after which heat is auto- 
matically turned to “low.” 

DeLuxe line has “Cook-Master” 
time control consisting of a clock 
vith 2 concentric rings which are ad- 
isted for beginning and ending cook- 
ing time—inner ring is set for cook- 
ng to begin, outer ring is turned to 
time required for cooking. “Simpli- 
Matic” single dial oven control elim- 
inates need for manual adjustment 
from preheat to baking temperature 
—preheat is automatically reduced to 
baking after preheat temperature is 
reached. 

“Thermizer” cooker is on every 
range except combination and Apart- 
ment models; every Standard and 
DeLuxe model has lamp; all unit base 
type except L-10, leg model. 

Low-priced B-15 has 5-heat speed 
units; “Thermizer” cooker with man- 
1al control; full-size oven with twin 
eating units; 1l-piece stainless cook- 


ng top; hydraulic thermostat and 
amp. 
rces: A-6, $99.50; L-10, $119.50; 


B-15, $129.50; B-20, $137.50; B-30, 
$159.75; B-40, $179.50: B-60, $199.75: 
B-70, $249.75; BC-5, 6 and 7, $188.50. 
~Ele a Merchandising, Febru- 
ry, 1940 


v 





SILEX Coffee Makers 

The Silex Co., Harttord, Conn. 

dels’: New wide neck coffee makers. 
Hing Features : Saratoga, with re- 
novable chrome upper and lower 
“owl decorations equipped with “self- 
mir stove and Anyheet Thermo- 
static temperature control; available 
i black or ivory Moldex trim. Bret- 
m dels have removable Moldex 
wl decoration in black or ivory. 
"ce; Sretton models $4.95 up.—Elec- 
! Merchandising, February, 1940. 
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A ‘Sales Natural’’ for 
Every Appliance Dealer 


If you've been searching for a new 
“HOT” profit item to feature you have it 
in the revolutionary Steem-Electric Steam- 
ing Iron. Its amazing performance con- 
verts casual lookers into profitable cus- 
tomers. “Steem-Electric” does not conflict 
with any other iron you are now featur- 
ing because it performs feats of magic no 
other type of iron could ever do. 






NATIONALLY ADVERTISED IN 
LEADING CONSUMER MAGAZINES 
There isn’t a dealer in any city, town or hamlet who will not 
reap the benefits derived from “Steem-Electric’s” tremendous 
advertising campaign. Over 15,000,000 consumers, in 3 out of 
every 4 homes each month, will read about the New 
Automatic Steem-Electric. The magazines to be used are 
® SATURDAY EVENING POST @ LADIES HOME JOURNAL 
@ WOMEN’S HOME COMPANION @® VOGUE @ HARPERS 
BAZAAR @® HOUSE & GARDEN @ BETTER HOMES AND 

GARDENS @ LIFE ® McCALL’S and others. 


Line Up With the Leader! 


ELECTRIC 


\\ RCGC.uUS PAT. OFF, 


MING IRON 


For complete dealer information write 
direct or contact our distributor in your 
territory. 


STEEM-ELECTRIC CORPORATION 
1720 LAFAYETTE AVE., ST. LOUIS, MO. 








STEAMS WHILE 
IT IRONS! 


Complete With Approved Cord and 
Plug, 


STEEM-ELECTRIC 

























ELECTRIC 


atG us eat OFF. 


Steaming IRON 


Grip-On Funnel Detachable 
Heel-Rest and Asbestos Pad. 
Slightly Higher in Canada. 


FEATURES 
Non-Corrosive Aluminum Shell 
that will not dent or scratch 
Cool Plastic Filler Cap 
Concealed Safety Valve 


No Inner Packing 


Precision "Off and On" Heat Control 


Cool Plastic Streamline Handle 
Recessed Contact Points for Safety 


Operates on 110-120 Volts, A.C. 


FOR 
A.C 


ONLY 


Chrome Plated Grey Iron Sole Plate 


600 Watt, Nichrome Wrapped Element 


Streemline Model, Non-Automatic for A.C. or D.C., $8.95 


MARSHAL 


LEWIS & conare = 


Slightly Higher in Canada 


BRANDEIS «-.. 
/ oe 





STERN 


veees 


STEEM-ELECTRIC HAS 
NATION-WIDE DEALER ACCEPTANCE 


i: 
F 
3 


s* 
| 
f 
ik 
ca 


SSnves 
a _ 
Si | 
E 


i. li 
+ Seew-Blectric 


WON 


The consumer acceptance of the Steem-Electric Iron has been 
tested and proven by the finest stores from coast to coast. 
Their names represent the “Who's Who” in retailing. Even 
when it was introduced and sold for $12.95 the consumer 


response was 


instantaneous. 


needs no pioneering. 


SEE IT AT THE BOSTON SHOW 


PARKER HOUSE, ROOM 338 


Today the 


“Steem-Electric” 






































































New features that appeal - - - 
a new merchandising program 
that brings customers to your 
store - - - outstanding Promo- 
tion and Super-Value Deluxe 
Models - - - all are reasons why 
you'll get more refrigerator 
sales when you push _ the 
Copeland line for 1940. Write 


‘ hy | (forse. 


peland 


DEPENDABLE $"REFRIGERATION 
COPELAND REFRIGERATION CORPORATION 


SIDNEY, OHIO. 
NEW YORK BRANCH 27-01 BRIDGE PLAZA,N., LONG ISLAND CITY 
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PHILCO Refrigerators 


Philco Radio & Television Corp., Tioga & C 


Sts., Philadelphia, Pa. 


Models: LH-8, LF-8, LH-6, L-6, LF-6, 


LC-6, LT-6, LS-6, LX-6, LS-4, 
LC-5., 
Selling Features: 5 models equipped 


with Conservador, self-lined inner 
door, that keeps food used oftenest at 
finger tips; Frozen Food Compart- 
ment in all models except LS-6, 
LX-6, LS-4, has 2 chambers—one 
for fast freezing ice cubes, the 
other for frozen storage. Moist Cold 
compartment in LH models—separate 
sealed compartment where foods can 











be kept without covers—heavy glass 


“seal shelf” separates Moist Cold 
compartment from Dry Cold—slid- 
ing crisper drawers of full width; 
Meat storage compartment; non- 


refrigerated reserve storage bin; re- 
mote control thermometer; reflector 
interior light; Dulux exterior, acid 
resisting porcelain interior; 2-way 
door latch; hermetically sealed power 
unit.—Electrical Merchandising, Feb- 
ruary, 1940. 














Foti 


SPEED QUEEN Ironers 
Barlow & Seelig Mfg. Co., Ripon, Wis. 


Selling Features: 2-speed motor; dual 
thermostat control; ruffler plate; in- 
sulated shoe to protect fingers, dual 
knee control, lap board; 7 and 6 in. 
rolls; in addition to previous num- 
bers a new Ironette with 21 in. roll, 
and a 48 in. Super model for larger 
homes have been added. Model R100 
illustrated has 26 in. roll; 2 end 
tables; lap board and chromium trim. 
—Electrical Merchandising, February, 

1940. 
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BLACKSTONE Washer 
Blackstone Mfg. Co., Jamestown, N. Y. 

Model; 41A spin-dry. 

Selling Features: 1-piece white por 
lain splash-proof tub, 21 g 
pacity ; Hydractor action; new “G 
Spin” ball bearing mounted dryindl 
basket; white “supernamel” { 
over Bonderized metal; large 
rolling casters and improve: 
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LHS-6 
Leona 
Bat $119. 
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v © freezing 
§ automat 
APEX Cleaner a te 
Apex Rotarex Corp., 1070 E. 152nd SE es 
Cleveland, O. LS-6, 
LSS-6 
Model: Apex Speedmaster cylinder t lain cris 
cleaner. removal 
Selling Features: Elevated agitator | rated 
into nozzle raises nap, gets benea Id sto 
surface; gas generator demothier; | loor ha 
Tap switch; rubber bumper guar LHS- 
slender nozzle for low furniture; fit a 
in front of motor prevents dust fr special 
sifting into mechanism.  Attaclim cesta 
include Super Speed rug nozzle; si . 
ice nozzle; fibre tool for hard-to-refi >’ me 
surfaces; Apex suction floor brush ype tr 
“off the rug” surfaces; swivel j LR-6, 
rubber construction; upholstery nozzi glass 
suction dusting brush; Hi-presswi File wit 
spray gun. Can also be used to Zero | 
floors and affords a means for s with at 
pooing rugs while still on floor.—E ing; bu 
trical Merchandising, February, |S% per cub 
LHD 
“Hi-Hu 
partmer 
LS-8, 
bin: sin 
Meat F 
release ; 
1utomat 
LR-8 
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vartmer 
KISCO Circulair = 
Kisco Co., Inc., 39th & Chouteau, St. Loui Popper 
Mo. LHD 
Device: “Nu-Pep” Circulair. model ; 
Selling Features: Draws cool lower am Tent b 
upward and distributes it against p# mer; @ 
ented deflector plate; completely tage 
closed in grille; 950 cfm capaciygm (case; | 
overall dimensions 84x8 in.; finisié lights ; 
in ivory or bronze. tg Ke 
19, Fe 


Price: $9.95.—Electrical Merchandis 
February, 1940. 
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| | LEONARD Refrigerators 


| Leonard Div., Nash-Kelvinator Corp., 
Detroit, Mich. 


— a ode 5 Sixes and 3 Eights featuring 
reductions from $30 to $60. 


Features: “Hi-Humid” system 
ntrolled humidity provides exact 
= amount of moisture for maintaining 
§ original freshness in foods for longer 
eriods by means of two high tem- 
erature fin type coils which operate 
trom the same refrigeration system; 
Savailable on 3 models: LHD-6, 
ao | L HS- 6 and LHD-8. 
H 


Leonard low-priced leader, LSS-6 
at $119.95. 6.25 cu. ft. capacity; fin- 
bger-tip freezing speeds; 2 extra-fast 
bireezing shelves, 4 freezing trays; 
automatic interior light; acid-resist- 
porcelain bottom; Permalain fin- 
Glacier sealed unit. 





1S2nd See 


LS-6, $139.95, has all features in 
}LSS-6 plus full-sized sliding porce- 
nder ty lain crisper with sliding glass cover; 
movable half-shelf; > unrefrig- 
at rated vegetable bin: sliding glass 
s bene ld storage chest; inmeawad chrome 
: (oor iandle. 
ee. tiem LHS-6, “Hi-Humid” model has 
* special meat compartment built in 
~ freezing unit ; improved horizontal 
os revolving wheel-type temperature con- 
de trol; double-width dessert tray; new- 
te type tray and cube release. 
ivel LR-6, $179.95, has double crispers, 


ry noz glass covers, porcelain deep Meat 
File with sliding cover; stainless steel 
Zero Freezer; temperature control 


ith automatic return from defrost- 
ing; built-in tray Ice-Pop- 
per cube lever. 

» LHD-6, $209.95; same as LR-6 plus 
“Hi-Humid” system and heat com- 
partment built into freezer. 


LS-8, $189.95, has 14 bu. vegetable 
jin; single glass- -topped crisper; glass 
Meat File; lever type cube and tray 
release; stainless steel Zero Freezer; 
tomatic light; removable half-shelf. 


| 
releases ; 


LR-8, $209.95, 





same as LS-8 plus 
twin crispers ; porcelain meat com- 
artment with porcelain cover; twin 





r me lights ; deluxe temperature con- 
‘rol; built-in ice tray releases; Ice 
iu, St. Low Popper lever. 

LHD-8, $239.95, “Hi-Humid” 
del; meat and freezing compart- 
1 lower nent built as unit fully enclosed by 
wainst pa loor; glass topped twin crispers; dry 
pletely ‘torage vegetable bin; Ice Popper re- 
1 capaci Bs 3 built- in tray releases; 2 dome 
ne: finis ghts; revolving wheel-type tempera- 
. ture control.—Electrical Merchandis- 

eal 1, February, 1940. 
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Dealers everywhere say... 


“THE CLASSIFIED BRINGS US BUSINESS" 


QUICK! 


~ 






“When we received three orders while 
the telephone books were being dis- 
tributed, we realized the importance 
of directory advertising.” 




























EVERY DAY! 





“ 


. never a day passes but what we 
receive inquiries from our space... as 
many as eight a day. We have received 
inquiries from many distant cities.” 








Cnd heres the 
REASON. 


Nine out of ten telephone Tite aliie a use 













the classified (yellow) pages rit | telephone 


directories as a buying guide. If you are 
listed under all the products and services 
vou sell, prospects will know exactly where 


to find you. 


FROM FAR AFIELD! 











7 





“A man called from the North Side about 


a particular brand which we mention in 
our ad. He came from the far North Side 
to way out south here (to buy it).” 









FOR 10 YEARS! 





really worthwhile results.” 











“We have been using this type of ad- 
vertising for approximately the past ten 
years and have found it productive of 








Why not get your share of this business? 
Call your directory man now! 


1940 












































JUST OUT! 


and Free to every Fan Dealer 


The new 1940 catalog of R & M Fans is now ready for you. It will show 
you the most complete line of fans ever offered by Robbins & Myers— 
meeting every need of homes, offices, stores and factories for effective 
summer heat-fighting and year-round ventilation. 

Aggressive, hard-hitting national advertising in The Saturday Evening 
Post, Time, and Business Week will tell your customers the R & M story 
of quality and performance. Powerful Sales-Helps, supplied FREE, will 
do a money-making job for you locally. New, lowest-in-history prices on 
R & M Junior fans mean more sales than ever on these popular models. 


The whole profitable story is told in the R@ M 1940 Fan 
Catalog, just out and ready for mailing. It describes: 


R & M Attie Fans 

40” to 58°—5000 to 21,500 C.F.M 
R & M DeLuxe Quiet Fans 

10” to 16°— Desk and Pedestal Types 
R & M Standard Fans 

10” to 16°—For table or wall use 
R & M Junior Fans 

8” non-oscillating, 10” & 12” oscillating 
R & M Non-Oscillating Fans 


10” and 12”—AC and Dé 


R & M Air Circulators 

Floor, bench, wall and ceiling types 
R & M Ceiling Fans 

36” to 54”°—3100 to 8600 C.F.M. 
R & M Home Ventilating Fans 


Portable, DeLuxe and Kitchen models 


R & M Heavy Duty Bucket Blade Fans 


For displacing large quantities of air 
R & M Ventilating Fans 


For Offices, Kitchens, Lavatories, etc. 


Fill in this coupon right now and send it to: 


ROBBINS & MYERS, Inc. 


FAN DIVISION 
SPRINGFIELD, OHIO 


Robbins & Myers, Ine. 













Fan Division, Dept. B NE a ig rangers Mite ale as weil ea i sii Aen aan ee 
Springfield, Ohio 

Dear Sirs: I want to know iddress 

more about R & M Fans 

for Forty Send me your 

catalog. City . State 
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NEW MERCHANDISE 












CROSLEY Washer 
The Crosley Corp., Cincinnati, O. 
Model: Savamaid Double-Tub M736. 
Selling Features: Has 1 in. air space be- 
tween tub itself and steel skirt or out- 
side cover; porcelain enameled bottle 
neck tub; 94 Ibs. capacity; streamlined 
lid; aluminum Duo Disc agitator may 
be operated in top or bottom position; 
time switch automatically stops motor 
at time set; adjustable, pressure cleans- 
ing Lovell wringer; indicator style 
Tenite pressure knob shows correct 
pressure for various materials; push- 
pull release; + h.p. motor; sealed, ball 
bearing mechanism.—Electrical Merch- 
andising, February, 1940. 





FLUID HEAT Water Heater 


Fluid Heat Div., Anchor Post Fence Co., 
Baltimore, Md. 


Model: WH-2. 
Selling Features: New steel burner, 
model P-3c is flanged-mounted as 


standard equipment; maximum capac- 
ity has been increased from 80 to 
130 gal. hot water per hr. through 
100 deg. rise; with burner operating 
at minimum of 7/10 g.p.h., the ca- 
pacity of heater is 90 gal. per hr.; 
hold-over storage is 40 gal. lettuce 
green jacket.—Electrical Merchandis- 
ing, February, 1940. 





AIRMODE Ventilators 


National Standard Air-Products Co., 
325 W. Huron St., Chicago, fil. 


Models: 


cabinet, 


Window panel, built-in wall 
and attic ventilators. 

Selling Features: 10 in. adjustable win- 
dow panel models for business office 
or kitchen easily installed in sash 
window; enameled metal panel 12% 
in. high permits full travel of both 
window sashes. Built-in. wall model 
may be installed in any thickness of 
wall; requires 154 in. square opening; 
cabinet mounted flush with inside 
wall, shutters, flush with outside wall ; 
shaded pole, straight induction motor. 





FEBRUARY, 





Device ; 


Selling 


Price 


Selling Features: 


1940—ELECTRICAL MERCHAND'!S! 


Attic ventilator available for 
of installation—with the exhaus 
tilator mounted in attic window 
wall opening or complete with suct 
chamber mounted above ceiling ope 
ing and grille; specially designed 

torque condenser type mot 
bearing rubber pillow _ block 
silence of operation; 1-piece 
aluminum propeller; 5-ply 
panels with reinforced cleats ; 
brackets ; v-belt; Minneapolis 
well thermostat control availa 
sizes from 24 to 48 in—E 
Merchandising, February, 1940, 
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REGINA Floor Machine 
The Regina Corp., Rahway, N. J. 


Lightweight automatic fis 


machine. 

Features: Waxes, polis 
and sandpapers; stream 
putty gray baked cra 
enamel finish; ¢ h.p. Westinghou 
motor; rotary brush speed 600 r 
weighs 17 lbs; use of 2 brushes 1 
mits its use in corners and _polishi 
floor right up to wall; 
equipment includes 1 pr. combinat 
brushes with 11 in. spread for w 
ing or scrubbing, 1 pr. Tampico p 
ishing brushes, 1 pr. felt buffing pa 


scrubs, 
design, 


standai 





HA 


Automatic waxing attachment, wiHhicago Elec 


brushes for varnish removing, s2 

ing discs are extra equipment. lel: No 
- . cf. s le 

$49.50.—Electrical Merchané 


° > ling Fea 
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ing, February, 1940. atic; 10 
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Illuminated House Numb 

Peerco Inc., Park Ridge, Ill. 

Device: “Sentinel” 
numbers. 










illuminated h 





3ase and numbers 
weather-resistant Bakelite moll 
front piece of non-tarnishable 
in 3 styles; easily attached to # 
bell circuit—Electrical Merchaw 
ing, February, 1940. 
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tul FILTERPURE Unit 
Hor 
ail Betz Corp., Betz Bldg., Hammond, Ind. 
no vice: Filterpure refrigeration unit for 
" reach-in ice boxes. 
ling Features: Provides low tem- 
perature with gentle air movement at 
1 humidity of 85 to 94%; air circula- 
tion provided by centrifugal blower; 
activated carbon pad between blower 
und coil purifies air, eliminating odor, 
mtrols bacteria; oversized air con- 
jitioning coil with staggered tubes 
und 6 fins per in. including built-in 
at exchanger; drain pan picks up 
mdensate from coil, allows air to 
mtinue straight to bottom of box; 
mplete package unit with Dulux 
nish on rust-proof metal ; 2 models— 
nay be installed on back wall or 
rectly behind mullion.—Electrical 
Verchandising, February, 1940. 
v 
ine 
hid 
tic fi 
pol 
rea 
cr 
ing 
00 r 
shes 
polis 
Stal 
nbit 
for 
~ HANDYHOT Iron 
ing pa 
ent, wipticago Electric Mfg. Co., 6333 W. 65th 
ng, s St., Chicago, Ill. 
as lel: No. 1501-H. 


orcnd ~ ° 
ing Features: Streamlined, auto- 


matic; 1000 watts; black Bakelite 
andle, permanently connected cord; 
‘at control lever has “off” position; 
al supplies wide range of heats; 
evelled edge sole plate for ironing 
ruffles and around buttons; stream- 
ned body terminates in heel rest; 
weighs 44 Ibs., a.c. only 110-120 volts. 
Electrical Merchandising, February, 
1940, 
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PREMIER Cleaner 


ric Vacuum Cleaner Co., Inc., 1734 
Ivanhoe Rd., Cleveland, O. 


vce: Premier Standard Commercial 
leaner 169-A. 

ling Features: Weighs 47 lbs; no 
dust bag—metal container holds dust, 
ditt; filter dries and cleans air be- 
lore exhausted through motor; floor 
Nozzles have swivel connectors so 




























cleaning nozzle is always in full con- 
tact with surface being cleaned; 
swivel connector at tank prevents 
hose from kinking; 3 h.p. air cooled, 
Universal motor; 30 in. high, 19 in. 
in diam.; crinkle finish, chrome trim. 
—Electrical Merchandising, February, 
1940. 


v 


SESSIONS Clocks 
The Sessions Clock Co., Forestville, Conn. 


Vodels: No. 358 B-1, No. 339-W. 

Selling Features: Self-starting time 
movement; No. 358B-1 has bell 
alarm; plastic case in ivory or black, 
44x54x3% in. embossed raised numeral 
dial; also available with luminous 
numerals and hands. No. 339-W 
Metal tea pot clock in ivory, white, 
green, red or blue; 7 in. high, 84 in. 
wide; raised numeral dial. 

Prices: 358 B-1, $3.25; 339-W, $3.70.— 
Electrical Merchandising, February, 
1940. 


v 


WALDORF Liqui-Mixer 


Vidrio Products Corp., 3920 Calumet Ave., 
Chicago, Ill. 


Device: Fruit and vegetable liquifier. 

Selling Features; High speed 4-blade, 
stainless steel knife edge propeller 
coupled with scientifically designed 
container breaks down solids, mixing 
and blending into an emulsified mix- 
ture; chrome plated, non-creep base 
on rubber feet; air cooled a.c.-d.c. 
motor with 2-speed switch; heavy, 
tempered removable glass jar, 34 oz. 
capacity ; 2-piece cover ; overall height 
18 in. 

Price: $19.95.—Electrical Merchandis- 
ing, February, 1940. 





CONLON Washers 


Conlon Corp., 19th St. & 52nd Ave., 
Chicago, III. 

Models: 19, 17, 15 and 39-S. 

Selling Features: 39-S, double-tub 
“Hold-Heet” construction; 7 lbs. ca- 
pacity; 4-vane, aluminum tangle-proof 
agitator; improved wringer, Zino-lite 
finish; reset lever and automatic re- 
versible drain board. 

All models all-white finish; 2? h.p. 
motor; mechanism consists of 6 mov- 
ing parts sealed in oil suspended on 
separate steel chassis independent of 
tub; porcelain tub, self-draining bot- 
tom, wringer adjustable to any con- 
venient position.—Electrical Merchan- 
dising, February, 1940. 
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THIS LABEL HELPS CLOSE SALES! 





© In the course of every sale there is a turning point 
—a moment when the deal is either closed or left 
open —“till some other time.” At this point every 
selling advantage counts. 


® One big advantage you can use in clinching sales 
of porcelain enamel products is the ARMCO name. 
More than twenty-five years of national magazine 
and radio advertising are behind it. Millions of 
products made of ARMco metals are now in use in 
America’s households. 


¢ When your salesman shows his customers the 
familiar ARMCO label on a washing machine or other 
appliance, it makes an immediate impression of 
basic quality. Your sales force should make the 
most of this opportunity. They can say with assur- 
ance that there is no finer base for porcelain enamel 
than Armco Ingot Iron. . . that this metal means a 
firm bond with the porcelain finish. Yes, sales close 
easier where the famous ARMco label is displayed. 


¢ With your next order for washing machines, ask 
for tubs of Armco Ingot Iron properly labeled — 
you'll find it influences sales. For more information 
about the resale value of ArMco-labeled appliances, 
write to The American Rolling Mill Company, 
330 Curtis Street, Middletown, Ohio. 


ARM( INGOT IRON 
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RITTENHOUSE Door Chime 


The A. E. Rittenhouse Co., Inc., Honeoye 
Falls, N. Y. 
ly i 
: 1 double 
1 1 
é ‘si sounds 2 
e 44x8 i 
Vv , ; rv, 194¢ 
v 





HANKSCRAFT Egg Service Set 


Hankscratt Co., Madison, Wis. 


Fie ‘ ( @ serv set 
at I Hai ait egg 
| i re il \ poa 
4-eg Ip Fiesta yellow 
| greet al and eppe 
I i green a l lue and a 
i vod tray 
SO 5 Eli ) Ve lis 
; 1940 


ii 
SPEED QUEEN Washers 


Barlow & Seelig Mfg. Co., Ripon, Wis. 


tril Bigger design with 
é styling “6 ved 
Hi-Ba fi aaicaned 
timer . 54 e tor water ri bber 
- ! ill-aluminun 
4) i i ‘ ge mproved 
Nt -er p t de gn nproved ttch 
ary as 1g pre ssure wt ate r pump; 
Gust Wilt r 10CK reiease id hanger ; 
automat cord reel M del 800 illus 
trated 
fr é N iseE etail ‘ 
Electr VU , Fe - 
1904 


WESTINGHOUSE Room 
Coolers 


Westinghouse Electric & Mfg. Co., Mans- 


field, O. 


lels Self-contained 


Mobilaires 2 


window and 1 floor model 


metically-sealed 


in iargee 


ng Features: No plumbing neces- 
ry; powered by Westinghouse her- 
condensing units; 


11 


smaller window model for bedrooms 


as 4,000 btu capacity per hr; larger 


vindow model for average private 
fice has 6,000 btu capacity and a 
tal conditioned air delivery of 225 
fm: floor model has 8,500 btu ca 


icity and delivers 300 cim. for us¢ 
fhices and homes. 


es: $149.50 and up. Electrical Mer- 
ndisin February, 1940 





v 


FARIES Sun Lamp 
Faries Mfg. Co., Decatur, Ill. 


ice: S-4 ultra violet Sun Lamp 
lling Features; Equipped with S-4 
sun lamp bulb which provides ultra- 
violet rays in less than 4 the time 
previously required for exposure us- 
ing only as much current as ordinary 
100-watt bulb; new patented adjust- 
ing device permits instantaneous and 
positive adjustment to suit individual 
requirements; heat-resisting handle 

Electrical Merchandising, February, 
1940 





UNIVERSAL Rangette 


Landers, Frary & Clark, New Britain, Conn. 


Sé 


ing Features: Provides oven and 
surtace cooking from baseboard out 
lets; no special wiring required; in- 
ludes Universal oven, a Speedy Twin 
nit Universal hotplate and an all- 
vhite baked enamel cabinet. Hotplate 
has two 6% in. Universal range type 
inits with 3-heat switches; available 
in 1-1000 and 1-650 watts; or 2-660 
watts; porcelain enamel finish. Oven 
broils, roasts, bakes, cooks; 1320 
watts a. only ; automatic heat con- 
trol; utensil equipmient includes two 
14 qt. aluminum pans, roasting pan, 


broiler rack, cookie sheet; white 
baked enamel finish black trim. 
Electrical Merchandising, February, 
1940 , 





GLOBE Ranges 


Globe Store & Range Div., Globe American 
Corp., Kokomo, Ind. 


Vodels: 6 models in 2 different sizes. 


Selling Features: Models available with 
Dutch Oven, which cooks with Re- 
tained Heat, or Conventional oven 
(specified as “Globe” series); stand- 
ard equipment on all ranges includes 
T-K units; other features include 
automatic electric oven timer clock 

manual oven control with 60 min, 
time-chimes, lamp and condiments, 
Wilcolator oven heat control, oversize 
deep well cooker, smokeless broiler, 
spacious storage and warming com- 
partments, heavy gauge steel body. 
“Fiberglas” insulation, streamlined. 

Prices: From $99.50.—Electrical Mer- 
handising, February, 1940. 








— 


GIBSON Refrigerator 


Gibson Electric Retrigerator Corp., Green- 
ville, Mich. 


Vodel: C-630, 6 cu. ft. special for low- 
income families at $89.98. 

Selling Features: Over-size freezing 
unit has all-copper construction; her- 
metically sealed Scotch Yoke mech- 
anism, In addition to model C-630 
there are the following models: CA- 
630 with a porcelain liner and porce- 
lain freezing unit door at $99.95; a 
CU-630 with vegetable bin and 2 
“Jack Robinson” ice cube trays, 
$119.95; CF-630 Freez’r Shelf model 
with vegetable bin and crisper with 
glass cover, $139.95 and the Gibson 
DeLuxe Freez’r Shelf models topped 
by the new Super Freez’r Shelf.— 
Electrical Merchandising, February, 
1940. \ 


v 


FRIGIDAIRE Water Heaters 


Frigidaire Div., General Motors Sales Corp., 
Dayton, O 

Vodels: 3 new water heaters. 

Selling Features: Cylindrical type with 
black bases; 30, 40 and 50 gal. sizes; 
galvanized tanks; choice of single or 
double units; white Dulux cabinets. 


Electrical Merchandising, February, 
1940. 


Conlon Corp., 19th St. & 52nd Ave, 


Vodels: 9 models—R-99, C-88 
C-66, C-55, C-44, 
X-11. 

Selling 
R-77, new 4-way ironers wit! 
Glide shoe 
ironing action in addition to re taining 
revolving roll motion. C-22 in low 
priced bracket has porcelain table t 
hinged cabinet, press control, exten 
sion shelf.—Ele trical Merchandising 


General Electric Co., Appliance & Mdx 


Models 


Selling Features: 





FEBRUARY, 1940—ELECTRICAL MERCHAND!SIN 













CONLON Ironers 


Chicago, Ill. 


R-77, 
X-33, C-22 anf 
Features: Models R- "J and 
Side 
han 


which produces 


February, 1940. 








G-E Ranges 


Dept., Bridgeport, Conn. 


~~ ~~ ~~ = FeO lUlUr,lUCU ULM 


2 De luxe, 3 Master, 2 Sp 

1 Apartment and the large G-l 
perial. 

De luxe model 
new high-speed, 1200 watt, 5 
thrift cooker—cooker uses art 
bossed on lids; redesigned 

top; automatic oven lighting; brig 
finish oven shelves; Tel-a-cook lig! 
in color, “Tripl-oven,” no-stair 
broiler meter, 1-piece body, acid-r 
sisting top, alkali-resisting 
white and chrome hardware, sell 
dicating white switch buttons; 
and temperature chart perman 
fused on drip tray. 

Calrod units have flattened 
faces, new drip pan returns great 
héat to utensil; cooking tops 
signed to accommodate new sw 
units; ovens have silent adjust 
ball-bearing-equipped counterbala 
automatic concealed latch on dr 
type doors; 2 sliding adjust 
shelves; broiler meter on one sid 
oven lining in all but Special range 
Switch improvements include bet 
indexing ; new lower priced 4(0-wé 
warmer unit standard equipment 
De luxe “Chancellor” and avai G 


nat ~~ Oo fF he 






as accessory on most models it 
age compartments in all ranges pe 
drawer sliding on tubular guides. 4 li 
cessories available at additional uw 






include sliding cutlery tray 

chime clock that combines clock 4 
2 minute-minders in white 
lite cast—a 6 min. minder for 
time operations and a 3-hr. mum 
for long operations;  self-starl 
timer with built-in minute mindef; 
cooking-top lamp with remova 
glass shade; shelves, condiment J 
and base cabinets.—Electrical Me 
chandising, February, 1940. 
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Here’s a lip 


that My Wife 
Gave Me...” 


Heze's a tip for you — whether you're 
selling washers, ironers, or other motor- 
driven appliances 


When it comes to motors on appliances, 
most women rely on the reputation of the 
motor manufacturer; hence, it is to your 
advantage to sell appliances equipped with 
G-E motors. Women have found from ex- 
perience, or have been told by their friends, 
that G-E motors are reliable. Naturally, 
then, they are quick to accept the G-E 
motor. General Electric, Schenectady, N. Y. 


General Electric Is Preferred 


A leading publisher sent a questionnaire to 
electric-appliance dealers and department 
stores. One question was: ‘‘What makes, or 
brands, of electric motors in your opinion 
would make it easier for you to sell appli- 
ances?”’ 


84 per cent named General Electric 
66 per cent named Manufacturer A 


26 per cent named Manufacturer B 


Some named more than one manufacturer 


G-E MOTORS HELP YOU SELL 


G-E motors for washers and 
ironers are “‘lifetime” lubri- *\ 
cated — each motor has suffi- —. 

cient lubricant to last for the  ) 

life of the washer or ironer ¥ 
upon which it is first mounted. 4 


LECTRICAL MERCHANDISING—FEBRUARY, 


1. I SELL washers and ironers and so 
one night I asked my wife what things 
she considers important about them. 
She gave the usual answers — speed, 
ease of operation, and the others. 


a ne ey 


3. THAT WAS A TIP for me — because 
my washing machines and ironers are 
equipped with G-E motors, and people 
know they can depend on that name. 
NOW I always make a point of show- 
ing a customer that my washers and 
ironers are equipped with G-E motors. 


2. ONLY REMARK she made about 
the motor was that, since she—like 
most women— knows little about mo- 
tors, she would have to rely on the 
motor manufacturer. 


i \. 


4. SINCE I’VE been making the G-E 
motor a selling point, I’m finding that 
women readily accept ‘the electric 
equipment as being of high quality. 
And that helps move more washers 
and ironers out of my store. 
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AVION 


ELECTRIC REFRIGERATORS 


FIT LIKE KID GLOVES 


Here's a complete line of elec- 
tric refrigerators that you sell 
as you profitably sell other 
items. 1940 Daytons give you 
everything—freedom from fac- 
tory dictation . . . full profits 
complete line of sizes 
and models . . . thorough price 
coverage ... faster turnover 
. new styling and new fea- 
tures,—Yes, Dayton has every- 
thing for 1940. 





HEINZ & ie 


BU aI N.Y 


4 s 
Ric eR ATOR? 


Write for your 1940 Dayton 
Catalog today. 


HEINZ 


AND 


MUNSCHAUER 


12 Superior St. Buffalo, N. Y. 

















The heart of the Electric Range 


WILBUR B. DRIVER CO. 


NEWARK, NEW JERSEY 
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ELECTROMODE Heater 


The American Foundry Equipment Co., 555 
Byrkit St., Mishawaka, Ind. 


Model: PJ 15 portable heater. 


Selling Features: Down-draft air flow; 
safety switch shuts heater off auto- 
matically in case of upset or stop- 
page of airflow; separate fan switch 
permits fans to run without heat in 
summer ; cast aluminum element, 1500 


watts, 120 volts a.c. only; 5 blade fan, 
7 in. diam., 70 cim; 1500 rpm. shaded- 
pole motor; streamlined cabinet in 


brown or ivory wrinklé finish. 
Price: $26.50 —Electrical 
ing, February, 1940. 
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SHOX-STOK Fence Controller 

Guaranteed Products Corp., Wellington, O. 

Device: Electrified fence controller. 

Selling Features: Magnetaire control; 
operates on any 6 volt battery (dry 
or wet); built-in lightning arrester; 
battery adapter; 
flashes on and off intermittently, if 
wire is not properly insulated the eye 
will not light. 

Price: $7.95.—Electrical Merchandising, 
February, 1940. 





T-K Range Units 


Tuttle & Kitt, Inc., 2626 W. Washington 
Blvd., Chicago, Ill. 


Device: T-K 


units. 

Selling Features: Flattened tubular coils 
for maximum speed and efficiency, 
with terminals clamped into nickel 
chromium pan—spillage can never 
run into terminals; chrome plated 
steel installation ring—adaptor rings 
available to fit all makes of ranges; 
nickel chromium coil supports. 

Grade AAA-1 Nickel Chrome re- 
sistance wire; lift-twist cleaning prin- 
ciple; 2 sizes: 6 in. diam. 1300 
watts; 8 in. diam. 2200 watts.—Elec- 
trical Merchandising, February, 1940. 
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The New 
HANDY APPLIANCE PLUG 




























The Original HANDY PLUG 
. 


These Plugs are the easiest-to.sel] 
on the market! Both are ready {o 
instant use. Wires are merely 
8-e-p-a-r-a-t-e-d and inserted. Then cap 
is screwed on tightly. Simple q 
ABC! 

Order your supply today! 


ANKS 
LORE 
GG 


Our Spe- sta 
cial Dis- ry . p ar 
play Pkg. and gt 
of 2 Orig- i clear n 
inal Handy st strikir 
Plugs and It’s 
1 Handy . ‘ 
Appliance tion. TI 
es | “s pred Fies 
tails for 
50¢. Deal- pkscraft 
er’s Price pker, salt 

per dish ai 
doz. pkgs. ble plyv 

Criginal bination 
Handy ; 
Plugs also on, retal 
available 
packed 25 


to Display Box or on Individual Cards 


Appliance Plugs also available packed 
10 to a carton. 


Anothi 
BABY | 


New 


Send for Our Special Promotion Plan! 


22) 


oN - 4 


ALBANY SALES CO. of N. Y., In 









-and 


IRE 


Pe 10 
THE HARRY ALTER C0.» »- 


bli 
1728 S. MICHIGAN AVENUE, CHICAGO 
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Why, despite national advertising 
does one dealer dominate a tow! 
with a single brand; another dealet 
another town with a _ different 
brand? 


Be sure to read pages 9 and 10 if 
this issue of 


ELECTRICAL 
MERCHANDISING 
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Heature Jor Easter! 


LUG 
LUG 
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ea BANKSCRAFT’S NEW. 
SMDLORFUL FIESTA WARE 
cee SERVICE SET 


y fiesta colors — vivid red, yellow, 
and green — with gleaming chrome 
H clear maple, make this one of the 
striking breakfast sets you've ever 
It's a natural for your Easter pro- 
ion. The set includes four vari- 
pred Fiesta ware egg cups, a matching 
inkscraft Automatic-Electric Egg 
pker, salt and pepper set, ivory poach- 
dish and a handsome 
ple plywood tray. The ‘9-0 
bination, packaged in one 


on, retails for only Model 880 





Another Hankscraft Hit! 


Automatic-Electric 


BABY BOTTLE STERILIZER 


(Model No. 872) 
New Low Retail Price 


$5.00 


HANKSCRAFT CO., Madison, Wis. 


~ ANEW 
:10,000,000.00 
MARKET 


-and It’s CLIMBING 


Every Year! 














hat the size and trend of the 
ELECTRIC WATER HEATER 


natant 


YOUR SHARE? 


ible. QUALITY ELECTRIM 
CAGO IER HEATER—priced to meet 
a . competition Not unless you 


making a vood and steady 


y) ROFIT oon such al leader 

SS eee. SS 

© BES i oe Ge ee OU RO 
TALITY ELECTRIC 

meee 6S TER HEATER YOU CAN 

er dealet BRUM 0 0iE ora) : aan acl] ] WB 


yertising, 


ae 
diffe TILL MAKE A VERY AT- 


RACTIVE PROFIT! 


_-_: TST 


nd 10 ia 


‘ou are a prouressive dealer. in- 


\] ‘tigate our proposition without 


W rite 
SING White Products Corp. 


Lansing. Mich. 
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KELVINATOR Ranges 


Kelvinator Div., Nash-Kelvinator Corp., 
Detroit, Mich. 


Models: ER-19, ER-29, ER-39, ER-49 


and ER-59. 


Selling Features: New 2-unit, oversize | 


oven, 16x16x19 in. all models, 


equipped with 2 high-wattage units— | 


top 2400 and bottom 2000 watts mak- 
ing a combined preheat wattage of 
4400 watts; combination oven switch 
and thermostat with automatic pre- 
heat cutout—when selected oven 


temperature is reached, top unit is | 


automatically reduced and thermostat 


maintains correct temperature; “bake” | 


and “broil” pilot lights tell when oven 
units are in use; oven equipped with 
2 non-tip sliding racks and combina- 
tion broiler and roaster pan with non- 
tip grill. ER-39, ER-49 and ER-59 
have floodlight in back of oven. 

Flat-top, 5-speed Chromalox sur- 
face units have 2 heating areas that 
can be energized separately—small 
area for small utensils and large area 
for larger; controlled by 5-speed, bi- 
rotary, silver contact surface switches; 
switches are individually floodlighted 
on models ER-49 and ER-59. 

6-qt. 1200 watt Scotch Kettle with 
adjustable trivet and 5-speed control. 
All models except ER-19 have clamp 
top insert pan in Scotch kettle. 

New Cooking Timer with a selector 
switch to automatically time control 
Scotch Kettle, oven or appliance out- 
let; timer can be arranged to control 
surface unit in addition to Scotch 
Kettle, outlet and oven; automatically 
computes time for turning range “ 


Hours” pointer to number of hrs. 
required to cook meal—Timer turns 
current on at desired time; built-in 


the ER-59 model, optional equipment 


on other models. 

Prices: E-19, $119.95; ER-29, $139.95; 
ER-39, $159.95; ER-49, $179.95; 
ER-59, $199.95.—Electrical Merchan- 
dising, February, 1940. 


v 


TELETOUCH Electric Eye 


Teletouch Industries, Inc., 37 W. 54th St., 
New York City 


Device: Teletouch casts an_ invisible 
beam of light up to 35 ft. or more 
across an area to be _ protected, 
which when crossed by a_ person 
or object causes an alarm to be 
given or throws an electrical switch 
to perform whatever function is 
desired; suitable for use as fire 
alarm, burglar alarm, etc. 

Price: $49.50 fob N. Y. C.—Electrical 
Merchandising, February, 1940. 
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on” | 
—‘“Stop Cooking” dial is set for time | 
meal is to be finished and “Cooking | 











Delco Deluxe 12"° and 16" 


Delco Wide Blade 
10°", 12°" and 16" 


Delco Aircirculators 
24°" and 30"' 


Delco Ventilating Fans 
9", 10", 12° and 16" 





DELCO FANS 
HAVE EVERYTHING 


Beauty, Quietness, Long Life, 
Speed, Capacity, Efficiency 


everything your customers natu- 
rally expect in a 


Product of General Motors 


And the 1940 line is so complete there 
is a type of fan ready to solve every 
cooling and ventilation problem of 
home, office, business or factory. 


1940 Fan Profits 


will depend upon your ability to supply 
just what your customers want, when 
they want it. You will be able to do 
this perfectly with Delco Desk, Pedes- 
tal, Ceiling, Exhaust and Ventilating 
Fans, the wonderfully effective Delco 
Aircirculators and the Delco North- 
easter Desk and Ventilating Fans which 
are the leaders of the low price field. 


1940 Catalog Now Ready 


It will pay you to write for your copy of our 
new descriptive catalog—and see for your- 
self how easy it is to solve every cooling and 
ventilating problem when you sell Delco Fans. 
Get all the details and learn about the dis- 
plays, posters and folders Delco provides to 
help increase sales and profits. 


DELCO APPLIANCE DIVISION 


GENERAL MOTORS SALES CORPORATION 
ROCHESTER, NEW YORK 
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Speedy (00 


clean cooking 
COny 
a 
Economy —“€neg 


of ‘Two-units-in-one’ 


W Zz 
kin 


Those are just the high spots. The 
full list of Chromalox advantages is 
a lot longer, including cleaner kitch- 
ens, cooler kitchens, better looking 
ranges, longer unit life, no let-down 
in cooking speed—all factors that 
the range buyer values highly. 

And backing up those buying rea- 
sons is the irresistible selling drive 
of many thousands of Chromalox- 
using housewives, who never tire of 
spreading the tale of Chromalox 
savings and convenience among 
their circles of acquaintance. Let 
this volunteer sales force work for 
you. 


SELL CHROMALOX-EQUIPPED 
RANGES because the units help 
you sell, 


USE CHROMALOX UNITS FOR 
ALL REPLACEMENTS because they 
fit all ranges. 














Get the full story of greater profits from 
range sales. Mail the coupon with your 
business letterhead. 


EDWIN L. WEIGAND CO. . 
7525 Thomas Bivd., Pittsburgh, Pa. 
Send me the ""CHROMALOX PLAN" book. 


Name 





Position 
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G-E Sink Units 


General Electric Co., Appliance & Mdse. 
Dept., Bridgeport, Conn. 


Device: 1940 electric kitchen equipment 
nsist 3 types of dishwashers, 

1 Disposall unit and 1 sink unit. 
Selling Features: BE-40 dishwasher is 
nplete appliance for separate in- 
illat in kitchen; white-baked 
Glyptal finish with  acid-resistant 
vhite porcelain enamel rim, cover 
ind backsplash; equipped with brass 
vire trays, removable basket for sil- 
verware ‘electrip” valve to auto- 


matically turn off water when 1 gal. 
as entered tub; water inlet valve 
equipped for connection to 4 in. hot 
water pipe, drain casting equipped 
with 14 in. swivel slip-joint below 
waste elbow. Models AN-40 and 
\E-40 with brushed-metal cover and 
vhite vitreous enamel cover respec- 

ely for installation in sink or 





ounter top provided by other manu- | 


facturers. G-E Disposall FA-2 con- 


k flange with istop” 

also serves as sink 

ypper and strainer, starts and stops 
motor and locks in place when unit 


yperation. G-E sink, DE-40 in- 


wrporates G-E dishwasher in self- | 


contained all-steel cabinet requiring 


mly electrical and plumbing connec- 


tions; designed for easy installation 


G-E Disposall; 1-piece seamless 
teel sink b 


ywl, rim and backsplash; | 
I 


acid-resistant white enamel dish- | 


washer cover; removable’ waste 
basket mounted on left door, utility 


bin permanently welded on left door. 


—Electrical Merchandising, Febru- 


ary, 1940 
v 





SKUTTLE Heat Circulator 


J. L. Skuttle Co., 1015 Franklin St., 
Detroit, Mich. 

Device: Skuttle Air Mover. 

Selling Features: Circulates heat in 1 
to 3 rooms with simple installation 
in ceiling over heater ; rubber mounted 
motor complete with blowers attached 
to rigid base; grill is painted light 
color to harmonize with most ceil- 
ings; 3 knockout plates in unit can 
be removed as needed; will operate 
with any type heater from old-fash- 
ioned wood or coal stove to modern 
oil burning space heaters; 14 in. wide, 
9 in. deep, 16 in. high, 200 cfm ca- 
pacity. 


Price: $32.50 f.0.b. Detroit.—Electrical | 


Merchandising, February, 1940. 


CURTIS 
REFRIGERATION 
Air een 






LL classes of retail establishments — store; : 

offices, restaurants, banks, etc., are demanj. 
ing air conditioning now. You can sell this rapid); 
expanding market with Curtis packaged air co. 
ditioning units that require only water and ele.f 
trical connections to install. 






TITAN 


The Titan 


7'/2-10-15-ton 
Complete Remote or Central 












Type Air Conditioner. 






















Both the Curtis Store and Office Cooler and th ; 
Curtis Remote or Central Type Air Conditioner oy 
complete factory designed, packaged air conditic,. aces 
ing units. They mechanically cool, dehumidify, cj. lesired 
culate and filter the air. Costly installation expense i pli 
eliminated. Both are adaptable for heating if desire" 


The Curtis line of Condensing Units includes sim BR jhe 
from 1/6 to 30 HP., air and water cooled. There's; temper: 
Curtis model for every air conditioning and refriy os 
eration requirement, each precision engineered } fied fr 
deliver economical, efficient, care-free performansme ©! ‘eg: 
throughout an exceptionally long life. 


The packaged air conditioning market is ; 
fast growing source of sales and profits. Wrke pole. d 
for information on the complete Curtis line. 2-P, d 


Curtis Store and Office 
Cooler — 3 and 5-ton sizes. 














CURTIS REFRIGERATING MACHINE COMPANY 


Division of Curtis Manufacturing Co. 
1975 Kienlen Avenue Established 1854 St. Louis, Missouri 
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This New..Alen._. 


Oil Burning Water Heater is 


STYLED to the minute | 
ENGINEERED to perfection [ius 
POWERED for capacity 

PRICED for the market - 


lode! be 
Tan. 


‘ . delling J 
This Allen heater makes 01! motor y 
ing and 


eo ie burning, water heating, mod 2 °° 
A > I ‘ ‘ d -| >9fl. flow de: 
ern. It is trim, neat and cle 








Sn on lator e! 

‘2 It is highly efficient and fully sy « 

’ > . adjustme 
3 automatic. It has unique and eclate 

: exclusive features that make i sli-lubr 


oronze 


stand out as an ultra-modett®® packed , 
home appliance. — = 








te’ DY, 
February 

























There is a_ tremendow' 
market for this _ watt! 


































“eB AIR 
heater. Write for detail - 

Ctional S; 

today. Ww. 

irmode R 

fead “ste 

It shoulc 

Window 

ALLEN MANUFACTURING COMPANY! [Sime 

FOUNDED 1867 NASHVILLE, TENNESSEE a 
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a 
~ stores : 





emand 


TITAN Thermostatic Switch 








rapidly 
rir con femhe Tifton Valve and Mfg. Co., 9913 Elk 
Ave., Cleveland, O. 
id eles. 
a) vl Thermostatic switch to control | 
} heaters, bonnet controls, air | 
and the ? tioning fans, laundry dryers, 
lizers, steam tables, urns, etc. 
mer On i Features: Designed for appli- | 
mnditios. ances where accurate thermostat is 
lify, cir lesired; immersion wells may be sup- 
| nlied with + in. IPS thread; ther- 
poems mostatic element fits into well which 
desired has positive spring lock holding it 
firmly in position; no screws or 
des siz brackets necessary for assembly; 


rature selector permits adjust- 


here’s¢ temp 





ment over wide range; operating dif- 
d rettisf ferential Iso t 
ferential May aiso be variec as speci- 
eered by fied from a minimum of 5 degs. to 
dean Gs 
ormana 50 degs. F.; snap action switch mech- | 
anism gives high contact pressure and | 
quick make-and-break action; silver | 
bet j mtacts; Type P, single pole, single 
et isc throw 3000 watts; Type 1-P, single 


ts. Wriklle pole, double throw, 4000 watts; Type 
ne 2-P, double pole, single throw, 4000 | 
j » 115-230 volts; a.c. only.—Elec- | 
trical Merchandising, February, 1940. 


ANY 
v 





SIGNAL Fan 





ignal Electric Mfg. Co., Menominee, Mich. 
lode! 
fan. 






‘Cool Spot” 10 in. oscillating 





| pelling Features: Delivers 610 cfm; 
2S O'ER motor which has die-cast center hous- 
gg and heavy steel end housings 
mod and cast iron base have new air 
clean. flow design; entirely enclosed oscil- 
lator employs heavy duty gears; 
1 fully safety clutch and convenient thumb 
‘ adjustment for oscillating or non- 
ie and oscillating operation; safety type 
f guard, toggle l-speed switch in base, 
rake it@® self-lubricating, self-aligning porous 
bronze motor be arings have wool- 

noderoM packed oil reservoirs. 


we: $9.95.—Electric 


Merchandising, 
Febru ary, 1940, 


v 


AIRMODE Corrections 
stional Standard Air Products Co., 
W. Huron St., Chicago, Ill. 


irmode 
Tead * 


yendous 
water 


details 
325 


Room Cooler item in January 
steam adjustable window duct.” 

It shor ld have been “steel adjustable 
Window duct.” Airmode window 
Rentilators item listed a 250 cfm ca- 
Pacity. It should be 500 cfm.—Elec- 
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SPEEDS WASHER SALES! 


The Sunlight motor safeguards itself against conditions that 
ordinarily cause washer motor troubles. 





It safeguards itself against overloads by exceptionally high 
starting and pull-out torques. In starting, and during 
acceleration, it provides extra power up to three times and 
more its full rated capacity. 


It safeguards itself against overheating by venti- 
' lating fans, shown in red above, and by the 
f generous use of metal and large air ducts. For fur- 
. ae ther protection, the Sunlight copper-bar-type rotor 
a is welded together, as shown in red. Contrast this 
- with the usual practice of assembling with solder, 
which may melt and be thrown into the windings. 
It safeguards itself against bearing trouble with 
diamond-bored, cast-bronze journals that oil them- 
selves for the life of the washer. 

It safeguards itself against moisture by heavy, water- 
resistant insulation. 


These safeguards are typical of many Sunlight 
motor features that help you sell washers—and keep 
them sold. Sunlight Electrical Division, General 
Motors Corporation, Warren, Ohio. ae 


DEPENDABLE WASHING MACHINE =" 
MOTORS FOR TWENTY-THREE YEARS 


UNLIGHT MOTOR 







A 


\h/ 





e~ 
mea. 
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NEW! ax ideal leader 
for your 1940 Fan [te 


LIST 
PRICE 


$Q.95 





Here's a streamline 10-inch COOL 

SPOT oscillating fan that through the 
use of heavily pitched, quiet type fan blades 
and slow speed Induction motor delivers 610 
C.F.M. and is unusually efficient and quiet... 
adjustable for oscillating or non-oscillating oper- 
ation. Its other features mark this fan as de- 
pendable quality at the right price. See your 


jobber now, or write for complete details. 





SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 


Offices in all principal cities 
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| CONTINUED FROM PAGE |6 


| do you think? 





| business much 
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Tim O’Brien Tells 
How to Sell Washers 





even $30—it is paying big dividends 
on its price, isn’t it?” 

Meanwhile Tim O’Brien is leading 
his prospect to his chamber of hor- 
rors. “I just want to show you how 
the construction of some of the bar- 
gain machines is cheapened,” he says. 
“Here is a sturdy looking agitator 
on the outside—but see what holds 
it. Something not much bigger than 
a tenpenny nail. Good washing ma- 
chines have agitators that are stream- 
lined as correctly as airplane pro- | 
pellers. Look over here at this wet | 
machine we've got with clothes | 
churning about in it. Notice how | 
they are constantly turned over by the | 
action of the water. That’s the way 
to get them clean without undue wear 
and tear. Buy a machine that you} 
can trust everything in the house to.” | 

The O’Brien closer is “Well—what | 
Can we fix you up| 
today ?” 
O’Brien ends | 
saying, “Whether 
washer or not, I’d like 
you folks to come back and see me at | 
any time you want to.” | 





If the answer is “no,” 
the discussion by 
you buy my 


Keep Big Stock 


| 
| 


Policy of G. E. Ensenberger & Sons, 
which was founded sixty years ago, 
and today is managed by Gus, Frank | 
and Joe, is to have plenty of merchan- | 
for the prospect to look over. 
They feel that a skimpy stock mates | 
it look as if choice was limited. On 
the floor therefore are Meadows wash- | 
ers, Thor _ironers, Westinghouse | 
ranges, GE refrigerators. 

When a deal is made O’Brien junks 
the trade-in machine and salvages the | 
motor for which he usually gets $2. | 
He has found that 10 per cent of the | 
washing machines in Bloomington give | 
out annually and therefore a good 
volume of business is assured for 
many years to come. 

Tim O’Brien is a booster for fac- | 
tory salesmen with small territories. | 
He thinks that a man who can make 
frequent calls, help the dealer get 
salesmen, and coach his men, will 
bring back to the washing machine 
of the zip that it had 
15 years ago. The washer will not 
sell itself, and a vague clerk answer- 
ing questions indefinitely, will quickly 
drive a woman prospect into buying 
on price alone. The boys of the old 
days got their hands wet in giving 
demonstrations in homes and learned 
from intimate association with women 
doing their laundry the questions that 
plague a washing machine buyer. To- 
day’s crop of salesmen, in the O’Brien 
estimation, make a mistake in fooling 
around with dry machines and expect- 
ing to do the entire job on the floor. 

O’Brien himself makes no outside | 
calls, and closes most of his deals— | 
he has sold 210 washers up to October, 
1939, and 65 ironers—but he main- 
tains that he has gotten his experience 
by doing this very thing in the years 








| 
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% Mg FLUORESCENT Lamps 
: Ae FEATURES—STYLES—PRICES 

make these 
= SALES LEADERS! 


66 ue, practical daylight lighting for executive desks 
for general office requirements—tfor retail stores 


39 here exact color matching is needed. Faries 
62 |B@uorescents come in many attractive styles and 
95 \BRnishes—clamp-ons or floor stands for any type in- 
55 allation—— prices that open the way to MANY 
, . LES. Get a display stock of these lamps NOW! 
90 — They're new—revolutionary— 


in active demand! 





89 | Model 3085. 
88 Graceful floor PR l Cc ED A $s LOW A s 
95 cane style 
with swingin tt 
2 arm ana ver. SEND FOR 
tical adjust- 
ment. THIS 
4. 75 CATALOG Model 3087. Clamp- 
On style. Clamps 
} Showing 200 mod- quickly to desk, 
93 


table or other work- 
ing location. 

(Main illustration, 
above, shows Model 
3081) 


els of lamps — all 
24 types — to increase 
lighting equipment 
sales. 





2, 8 


. FARIES MFG. CO. 


87,93 | 1002 E. Grand Ave. 


S. ROBERT 
SCHWARTZ Div. 


DECATUR, ILLINOIS 


eee THEY'RE READING 








. ABOUT IT NOW! 





. Washes all the dishes 


2. Disposes of all 
4 ; : Garbage 


1 er A BIG PROFIT 
L = : OPPORTUNITY 


National advertising is telling 
the dramatic story of the Elec- 
tric Sink to millions of Amer- 
ican women. They will be 
coming to your store to see 
this amazing appliance and to 
ask for a demonstration. Be 
prepared to convert these pros- 
pects to sales. Ask your dis- 
tributor for the new 1940 
merchandising plan “What's In 
It for Me.” General Electric 
Company, Appliance and Mer- 
chandise Department, Bridge- 
port, Connecticut. 


en- 
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Chief trouble with ironers today, he | 


thinks, is the fact that a commission 


salesman cannot fool with them long | 


enough to make a sale. Most women 
want to try an ironer out for four or 
five weeks while she is making up 
her mind whether or not she likes it. 


A commission salesman simply can- | 


not wait this long for a deal. 


One of the best O’Brien strategies | 


with a customer who claims she can- 


not afford to spend $69 or $79 for a | 


washing machine is the question, 


“Have you a telephone ?” If the answer 


is yes, O’Brien says, “Well, you're | 
paying out at least $25 to $30 a year | 
for that telephone—and at the end of | 


the year you don’t own it. Put that 


much more in a good washing machine 


and you'll have something you'll own 


for the next 15 years.” 


Outdoor Show Window 
N OUTDOOR 


which 


window 
attention of 


shx WwW 


catches the 


automobile shoppers has been installed | 


by Sears, Roebuck of San Jose, Calif., 


as part of the drive-in parking space | 


adjacent to their store. 
cars in the heart of the business dis- 
trict is popular with shoppers who 
thus are saved searching for other 
parking space. 


A show window on the sidewalk—an 
idea from Sears, Roebuck, San Jose, 


Cal. 


advantage of the space thus provided, 


they have topped the entranceway to | 


billboard | 


the “park” with a large 
advertising their products and have 
installed beneath this and adjacent to 
the store itself an inset display space 
which makes an outdoor display room. 
Coldspot refrigerators on display here 
catch the eye of motorists and also of 
sidewalk pedestrians, many of whom 
stop to look over the appliances. This 
outdoor room is protected from the 
weather by a roof, but is open in the 
front, so that the boxes may be in- 
spected in the same way that they 


could if placed on the sidewalk in | 
The open-faced | 
window adjoins the regular window | 
show cases of the store but seems to 


front of the store. 


have a far more direct and intimate 


appeal. 
the necessary information to prospects 


and the parking lot attendant is of 


course within reasonable distance to 
keep an eye on the display, but other- 
wise the equipment is without super- 
vision. Measured by results, this out- 
door salesroom has brought excellent 
results. 


This area for | 


In order to take full | 


| 
| 





A comprehensive sign gives | 








Fre a profit standpoint, Gilmer 
will stack this aggressive silent sales- 
man against any comparable 15 inches 
of counter space in your store. This go- 
getting Merchandiser returns almost a 
dollar profit for each inch of counter 
space invested in it! 


GILMER’S “EYE-FUL” TOWER 


consists of these items: 


The Gilmer “Handimeter”—a slide- 
rule type of measure, as easy to use 
as it is accurate. Measures instant- 
ly any belt brought in, up to 75” 
long and between 34“ and 34” wide. 


The “‘Eye-ful” Tower—a circular 
stand, 15” in diameter at the base 
by 3214“ high, with eight hooks ac- 
commodating 70 belts, and giving 
them good display from any angle. 
Atop the tower, a_high-visibility 
pn. sign, on back of which is a 
perpetual inventory record form. 


35 fast-selling Gilmer belts for refrig- 
erators and other appliances. 


Now Stit MORE BELTS! 


With the “Handimeter,” you can quick- 
ly and accurately replace a belt for 
leading makes of refrigerators and 
other appliances. Plus the copy of 
“America’s Belt Bible,” the complete 
Gilmer Catalog, a window display card 
in colors, which is also included in the 
carton, you'll start ringing up belt sales! 





Package costs 
You gett -* °° 


you MAKE . -s 
L. H. GILMER COMPANY 


Tacony, Philadelphia 


Send me complete Gilmer “Eye-ful” Tower assortment. 
Bill me $19.36 through your nearest jobber 


NAME 
ADDRESS 
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WHERE TO BUY 


Parts, Services & Accessories 


UNDISPLAYED RATE: 
$1.0@ per line per insertion. Minimum 
charge $4.00. (First line in smal! black 
face type.) Fractions of a line count 
asa line. Discount of 10% if full pay- 
ment ie made in advance for 4 con- 
secutive insertions of undisplayed ads 


$11.00 per inch per insertion. Contract 
rate on request. 
ie measured vertically %” 
column. 
inches to a page.) 


DISPLAYED RATE: 


(An advertising inch 
on one 


There are 4 columns—48 








EMPLOYMENT : 


UNDISPLAYED 


5 in advance. 
Boz N 


10 words. 


advance for 4 consecutive insertions. 





SEARCHLIGHT SECTION 


(Classified Advertising ) 


: MERCHANDISE 
OPPORTUNITIES” : susiness 
—RATES— 
15 Cents 4 Word. MINIMUM CHARGE $3.00] Individual Spaces with berder 


Positions Wanted (full or part time salaried 
employment only) % the above rates pay- 


jumbera—Care of publication New York, 
Chicago or San Francisco offices count as 


Discount of 10% if full payment is made in 


DISPLAYED 


rules for 
Prominent display of advertisements, 


The advertising rate is $8.00 per inch for 4) 


advertising a on other than a cop. 
tract basis. ontract rates quoted on re 


quest. 
an advertising inch is measured %” ver. 


tically on a column—4 columns—48 inches 
to a page. 

















SPECIALTIES 





| 


All 


vacuum cleaner bage—all types. 
tile Spectaity Co., W. 64 St., 


Electric Mangle Pads and Covers 

types and sizes, electric heating pads, 
Ohio Tex- 
Cleveland, O. 


SPECIALTIES 





Easy Agi 
Guaranteed job $2.50 cash or C.O.D. 
turned same day received. Clark Machine 
, 4859 Milwaukee Ave., 


Horton and Rebushed 


Chicago, Ill. 


Re- 





Handle 
radios 





=P: 


your 


ibber 1 apholste i 
truck wi 


ORANGEVILLE MF. 60. 


Manufacture Fl 


refrigerators, ranges patented quik 





kitchen cabinets ny h ber tired whee 
ORANGEVILLE fully 
bolstered trucks. The caly 


hange ratchet nose 
and m pletely 


ORANGEVILLE 
(Columbia Co.) PENNA. 


or Trucks 


GUARD 
PROFITS 
with 
SAFE 
HANDLING 


Rub 
rubber 














a 
a 


Profit 
on Refrigerator 
Trade-In Sales 


How much can you 
afford to allow on 
an 

refrigerator 


Prices 
Postage paid by ws on prepaid orders 
all deliveries C.0.D. 






y one of 1700 
models 
and still make 
NEW SALE AT 
PROFIT? 


National Market Index of Trade-In 


Values for Used Refrigerators 


the ONLY complete source of trade-in values 


for dealers who want to promote profitable trade 
in sales will help point the way to hundreds of 
sales that you might otherwise lose. 
photes of refrigerators 


Pages show 
with table of sizes and 


cash value (see iilustration) One properly exe- 
cuted trade-in will more than pay for this handy 
trade-in index Your money back if not satisfied! 


single copies $3.50; 50 or more, $2.50 each 
Otherwise 
plus postage. 


Write or wire your order. 


NATIONAL MARKET INDEX 


3028 W. Hunting Park Ave. 


Philadeiphia, Pa 








pe New SWEEPER (0. 











Write TOD TODAY to Re-New 
V farte Detroit, Michi- 
4 ‘or Lo liiustrated eata- 
ogs of < ae cleaner parts 

on 





and RANGE 


prices. 


RUEKS FOR Safe 
and Efficient 
HANDLING of all r1aatkees 
of REFRIGERATORS 


Ne. 102 BALANCE TRUCK 
“he Lifts and 
Coestioier 298 


CASTER X-75 ot K-77 
Handles al! Ret gerstors G 





Write today for special literature data and 


Tell us your individual needs. 











eco | 
[air Conditioning and Refrigeration 


Supplies and Equipment 
Comptete Sto es — Speedy Serv 


SEND FOR BIG FREE CATALOG 


THE HARRY ALTER CO. 


1728 South Michigar 


ee ee 


Avenue, Chicago 


Brenches: New York City, Bronx, Brooklyn, Jan 


Newart, Cleveland, Detroit, St. Louis 











“KEEP IT RUNNING” 


Satisfactory operation is a real con- 
tribution to customer satisfaction. 
“Keep it running” and she'll come 
back. It’s the repeat sales that 
count. 


Services and Accessories 
can play an important part in 
building your business. It can keep 
you posted on where to obtain your 
requirements in keeping your cus- 
tomers’ appliances in good running 
order. 


Parts, 

















NEW ADVERTISEMENTS 


Copy must be received by the 29th of the month to appear in the issue out 


the following month. 
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Immense Stock Reducing Sale 


Washing Machine and 
Vacuum Cleaner Parts 


[REPLACEMENT PARTS] 


At discounts up to 80% and bette 


A quantity of each item advertised on page 50, Decembe 


issue Electrical 


10 FEDERAL ST. 


Merchandising, 
OTHER ITEMS ADDED. WRITE AT ONCE FOR COMPLETE LIST 


APPLIANCE SERVICE CO. 


is still available. MANY 


PITTSBURGH, PENNA 


















ELECTRICAL 
DEALERS! 


You Can Safely Feature 


RELIABLE DURO-BILT 
VACUUM CLEANERS 


Because They Have Been 
Rebuilt to Stay Sold! 


DURO-BILTS REDUCED 
RETURNS AND INCREASED 
PROFITS FOR LARGE 
MAIL ORDER COMPANY 


You can't go wrong with Duro- 
Bilt modernized vacuum cleaners 
because they are thoroughly re- 
built, from motor to switch, to 
compare with new cleaner per- 


formance. One of the 
country's largest mail 
order organization's re- 


duced returns from 16% 
to 2% when they 
changed to Duro-Bilts. 
ALL NATIONALLY 
KNOWN BRANDS 
TO CHOOSE FROM 


Eureka Electrolux 


G.E. Air-way 

Royal Premier 

Apex Hoover 

And other leading 
brands 

Write for complete 


dealer information. Our 
low prices are un- 
equalled! 


RELIABLE VACUUM CLEANER CO. 
158 West 23rd St., New York, N. Y. 





SELLING 
OPPORTUNITIES 


OFFERED—WANTED 
Selling Agencies—Sales Executives 
Salesmen—Additional Lines 

















OPPORTUNITIES OFFERED 


MANUFACTURER of full line of ; 
ment motor starting capacitors has 











ing for live-wire salesmen on comr 

basis. State reference and territory 

Dumont Electric Co., 514-516 Broadwa 

York, Y 

DISTRIBUTORS, SPECIAL REPRESE 
TIVES, DEALERS, for nationally 


line of floor polishing and maintenan¢ 
chines Fay Floor Machine Compa 
Madison Avenue, New York City 







































OPPORTUNITIES WANTED 





UNION OF SOUTH AFRICA Export § 

Agent seeks additional lines of elect 
appliances and similar equipment for 
sive representation SA-567 Ele 
Merchandising, 330 W. 
me Os 


42nd St., New! 


REPRESENTATIVE—f 

utility appliance experience. Ten yea 
tail salesman—good reason for te 
change RA-568, Electrical Merchands 
520 N. Michigan Ave., Chicago, I 


BUSINESS OPPORTUNITY 


FACTORY 











Business For Sale 
Electrical retailing and contracting 
eration service. Established in 1919 
of 4000 population, in Central Tllir 


of REA Lines, Frigidaire and De 
chises, also Zenith Radio. Death, 
for selling. BO-569, Electrical M 
ing, 520 N. Michigan Ave., Chicago, I 








WANTED 
ANYTHING within reason that is want 
the fleld served by Electrical Merc! 











ing can be quickly located through brit¢ 


it to the attention of thousand 
whose interest is assured because this 5 
business paper they read. 





SALESMEN WANTED 


tories for 


VOSS WASHERS 


a number of good openings are avail 


VOSS BROS. MFG. CO. 
DAVENPORT, IOWA. 








Mention of 
Searchlight Section of 
Electrical Merchandising 


will be appreciated by ‘he 
advertisers and the publisher! 
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Because we are alloting smaller te 
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ars financing electric appliances 
erritory served, varies from 

on paper running 24 months 
2% on paper running 48 
which is the maximum term 
1 on the monthly payment 
yr sales financed on the daily 
yment basis with payments extend- 
r more than 48 months up to 
maximum of 60 months the 
24% and in addition the 

reserve from its 
the unpaid cash 


dealer 


crues to a 


nanced. 
Losses Under 5% 


experience from the 
ng of 1934 to date in financing 
electric appliances on 5-year 
payment terms indicates that 
fairly liberal policy of 
total will not, 
conditions, 5¢ 


utility’s 


th a 
ipproval 
ler normal 


losses 
exceed . C 
the aggregate unpaid balance fi- 

ind that approximately half 
will within the 


th losses 
months. 
1937 over 1,000 
prs were financed under the 


t plan on 5 year 


es¢ occur 
9 
during refriger- 
monthly 
terms and an 
800 were financed on the 
daily payments of 2 or 3 
extending 
60 months. 


over a maximum 


Approximately 7% 
the monthly 
> of the 
payment plan became in 


1 
ies on 
] re 


payment 
the 
default 
ng the first 14 months—i.e., prior 
the payment of 12 installments by 
‘ustomer—and were reassigned to 
lers. During the next 16 months 
ult occurred on an additional 8% 
oth the monthly payment and daily 


sales on 


ment sales. These percentages ap- 
tr to be higher than “normal” for 
reasons: first, in view of the 
nges in the recourse features of 
plan made effective early in 1937, 
the responsibility for credit 
was shifted from the utility 
lealer, with the result that 


Long Terms—Daily Payments 


CONTINUED FROM PAGE 4! 


“PUT THE BELL BUTTON RIGHT THERE—WHEN | 
AT NIGHT IT AIN'T SAFE TO STAND BESIDE THE DOOR AND RING IT." 
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many unjustified sales were made to 
the lower income groups on the daily 
payment plan; and second, complete 
shut-down of several large industrial 
plants in the territory late in 1937 
increased unemployment for an ex- 
tended period. 

In 1938 over 700 refrigerators were 
at the maximum term of 4 
years the monthly payment plan 
and over 1,600 refrigerators 
financed on the daily 
During the first 14 from the 
date financed, approximately 7% of 
the monthly payment sales and 9% of 
the daily 
default. 


financed 
on 
were 
payment plan. 
months 


became in 
improve- 
payment 


payment sales 
This substantial 
ment in collections on daily 
paper appears to be the result of 
better judgment on the part of the 
dealer in passing credit, together with 
improvement in general 
conditions. 


some eco- 


nomic 
Higher Percentage of Reverts 
Expected 


From the utility’s past 
in long term financing and 
knowledge of the lower income 
and local condi- 
it was anticipated that a higher 
of reverts would be en- 

on daily payment paper 

than on the ordinary short term paper, 
so that in 
course 
nount of 


experience 
its inti- 
mate 
customers economic 
tions, 
percentage 
countered 


1e dealer 
and 


determining tl re- 
the 
ample 


these 


features of the plan 


the utility’s reserve, 
provision was made to 
With the losses shared on an 
equitable basis by the dealer and the 
utility, both have derived substantial 
benefits from the daily payment plan, 
and the customers have been afforded 


the opportunity to purchase essential 


cover 
losses. 


household appliances on convenient 
terms. This is best illustrated by 
the excellent record of dealer sales 
during the past three years and the 
continued enthusiasm with which 
dealers are using the daily payment 
plan. 


COME HOME LATE 





1940 








ELINA Portable Tubs help solve the 
turnover problem both for themselves 
and for washers as well. Their graceful 
modern lines and gleaming well-laid finish 
catch the eye of practically every cus- 
tomer. A few words explain other easily 
understood CELINA advantages — and a 


CELINA Portables make a 
grand sales-closer in com- 
bination offers. The high 
quality finish, durable gal- 
vanized steel used and gen- 
eral rigidity of construction 
are self-apparent to the cus- 
tomer. A push demonstrates 
the easy rolling casters. A 
word or two calls attention 
to the handy sliding covers, 
reinforced edges and big 
drain plugs. Colors to match 
leading washers. Twin and 
single models. Packed singly 
or nested. Nested packing 
saves in both transportation 
charges and storage space. 
Prices on request. 


sale is in the making for either the tub 


alone or in com- 


















bination with other 
laundry equipment. 


THE CELINA MFG. CO. 
Celina, Ohio 


CELINA 


I} the heating element of. the 
appliance has poor life 
— the appliance cannot 

help your lusiness 


NICHROME ‘‘V"’ 
mek, ke) 


IS THE RECOGNIZED 
LIFE HEATING ELEMENT ALLOY 


DRIVER-HARRIS (Arrison %/) 


mak: NICHROME 
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LETTERS 











> ” . 
“Pop” Rosevear Comments 
To the Editor: 
Your editorial “Sales Training” in 
December ELECTRICAL MERCHANDIS- 


ING 1S most interesting. 


For several years past my work has 
een “training and developing” sales- 
people for dealers. If we are to en- 
10V Bigg id Bett appliance 
iles, we give thought to the 
leale T} ¢ ire too few “good 
lealers”’ an ir too many of the other 


kind—but these are not altogether to 
} 


lan Sure, they cut prices and 
what not, but the manufacturer or dis- 
tributor has done little to show them 
e better way to merchandise. 

For many years I directed sales for 
1 public utility, also did the buying 
r a department store and have met 
st the types that represent the 
inufacturers and distributors and 
innot recall one who had sold direct 
umer or knew anything about 
ie proble f the housewife—or 
uld give me a new idea of merchan- 
sing the products they represented. 
[ know a little lady who was buyer of 
ippliances for a large depart- 
‘ sto They had a run on a 
opulatr I f toaster, and, telling 
ie about he 1 “why don’t they 
nak provisions for removing the 
imbs, I d ike to tell customers 
1 ipside ind shake it.” Said 
[ “the 1 Ww “Oh-no,” she 
1 ed the contact-man and 
1 ‘you shake them out’.” 
é irried the lady) 

Man ind listrib it 
er t k me ks vecaust 
| tive or graduate 
pa ula Institutior 
l va e knows about 
i | re some mat! 
le sa training 
e kind inother 


but so far as I can discover, none of 

the “Instructors” have ever punched 

door-bells or given a demonstration in 

the home, and they’re both necessary 

if we want to do a real selling job. 
Bert Williams used to sing :— 

You’ve heard ‘bout the cultured 

lady 

An’ the intellectual man 

Who talks "bout rasin’ chillen 

On some new outlandish plan 

They tells you what your chile 
should eat 

An’ what your chile should leave 
alone 

But mostly nearly always— 

These chile wise folks— 

Has no chillen of their own 

An’ folks they’re talkin’ to right 
then 

Have done accumulated chillen 

All the way from two to ten. 


Yes, absolutely 
necessary, so lets start with the chap 
who represents the manufacturer and 
the lad from the distributor. 
teach them something more about the 
dealer than his name and rating, and 
we will be on the way to “Bigger 


sales training is 


ind Better Sales in 1940.” 
REGINALD “Pop” ROSEVEAR 
Yeadon, Pa. 
“What is a Dealer?” 
To the Editor: 


November issue, Article by Ernest 
C. Hastings, “What is a Dealer”. 


Shake my hand Mr. Charlie Sties, 
York, Pa. 

Add my voice to the professional 
men, SALESMEN “When are the 
distributors gonna get wise?” 


Davin T. PeTers 
Main St. 
Northampton, Pa. 


2207 





SEND OUT A REPAIR MAN TO LOOK AT THIS BOX YOU SOLD ME. 


DOOR THE LIGHT'S A'BURNIN'!!"* 
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The Merchandising Month 


Vol. 63 


By L. E. Moffatt 


Trends in Appliance Sales By E. C. Hastings 


The first article in a new statistical service series showing trends in 
appliance sales as compared with trends in general business 


The Mysterious X in National Advertising 
By Tom F. Blackburn 
Why is it that one dealer in one community cannot swing the people 
to his brand and another dealer in another community makes them 
like another? 


lf She Can Learn to Drive —She Can Learn to 
Operate an lroner .... 


A pictorial and visual demonstration which will help you take the 
mystery out of ironing machine sales 


Chicago Shows 


Four pages of pictures of personalities at the house furnishing and 
appliance shows in Chicago during January 


Tim O'Brien Tells How to Sell Washers 


This Bloomington, Ill. veteran has some mighty handy tips 


When Men Can't Sell— Why Not Try Women? 
By George H. Watson 
Pizitz Dry Goods in Birmingham, Ala. did and they found it worked 


In Range Selling You've Got to Know the Answers 
By Clotilde Grunsky 


George Noonan of Jennings Furniture, Portland, Ore., knows ‘em— 
and he's won prizes for years selling ranges. Here, he tells how he 
does it 


Wars Are Won by Privates . 


Gray Minor of Oakland, Cal. believes in getting out on the firing line 


Electricity Cheaper Than Gas in Water Heating 


A comparison of actual bills from Chicago which throws some new 
light on a competitive situation 


Where to Get Washer Parts 


The first complete list of parts suppliers for every make of washer 


What To Do Before the Burglar Comes 


Some tips by a police official to stem the tide of robberies among 
appliance dealers. Fore-warned is fore-armed. 


Long Terms — Daily Payments By R. S. Bradley, Jr. 


Three years’ experience with financing refrigerators on the daily pay- 
ment plan 


CONVENTIONS 


Kelvinator-Leonard at Detroit 

Philco Radio & Television at Palm Beach 
General Electric at Bridgeport. . 
Housefurnishing Shows at Chicago 


News.... 


New Merchandise 
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